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Abstract of thesis
The present study grew out of concern for children, particularly preadolescents, being
targeted by marketers when their level of cognitive and social development could make
them vulnerable to marketing and peer pressure. The potential connection between peer
status and wearing branded clothes, with a possible flow on to feelings of self-worth
was a specific area of concern. The purpose of the study was to examine the relationship
between children’s perceptions of their peer status and their intention to wear branded
clothes. This involved exploring the determinants of intention (attitude, subjective norm
and perceived behavioural control) to wear branded clothes in a peer based social
setting, the school ‘mufti-day’ (casual clothes day).
A study of 100 children (10 to 12 years) was conducted using the theory of planned
behaviour as the theoretical framework. This framework was complemented by the
addition of latent functions of behaviour. Parent data were also collected via an online
questionnaire. Results showed that children who intend to wear branded clothes in a
social setting with their peers were characterised by more positive attitudes towards
brands, which were influenced primarily by their parents. Subjective norm and
perceived behavioural control were not significant predictors of intention to wear
branded clothes. More positive attitudes towards wearing branded clothes were driven
by stronger beliefs that brands would enhance peer-value and popularity. These beliefs
were more likely to be held by children with higher perceived social acceptance, who
had parents who modelled wearing brands and also provided their children with branded
clothes. The influence of peers on children’s intention to wear branded clothes related
primarily to the child’s more positive attitudes which were socially oriented.
Theoretically, the present study extends and customises the theory of planned behaviour
to include antecedent attitudinal beliefs based on latent as well as manifest functions of
behaviour. Methodologically, the study utilises not only standard questionnaires to
measure key constructs, but also a newly developed picture sorting task (a projective
technique) to measure children’s latent beliefs about the consequences of wearing
branded clothes. Practically, the study provides parents, policy makers and marketers
with empirical data which can be used to make more informed decisions regarding the
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extent to which children should be exposed to, and are impacted by, marketing by
branded clothing companies.
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Chapter 1 Introduction and Background
“Whilst brands can play a constructive part in children’s everyday lives in
terms of acting as tools for forging identities and social roles, there are also
downsides to the ubiquitous presence of brands in children’s culture. The
ownership of particular brands can mean the difference between popularity
and acceptance or rejection and stigmatisation by the peer group and can put
a financial and social pressure on parents to pay for their children to keep up
with the latest trends. This can be particularly damaging for families with
restricted financial means” (Nairn 2010, p. 107).
1.1

Introduction

Advertising professionals, marketing companies and the media in general are often held
responsible for the rise of materialism and consumerism in children (Mackay 2002).
Advertising in particular is accused of manipulating children by actively encouraging
them to seek happiness through consumption (Beder et al. 2009; Schor 2004). The
criticism of marketing companies for targeting children is a legitimate concern given
that children may not have the cognitive and social development necessary to protect
themselves from readily accessible advertising information (John 1999; Nairn 2006;
Nairn & Fine 2008). Despite the need for marketing companies to improve in their
ethical and socially responsible behaviour when it comes to targeting consumer
behaviour in children (Nairn & Fine 2008), it would be naïve to assume that children’s
social environment, including parents and peers, does not have a role to play in the
consumer socialisation of children.
Casual observation of Australian school playgrounds on a casual clothes day (referred to
as a ‘mufti-day’) would suggest that the critics may be correct given the prevalence of
preadolescents (children aged eight to 12 years) wearing branded clothes in this peer
based social setting. These ‘tweenagers’ or ‘tweens’, terms coined for the preadolescent
age group by marketers (Beder et al. 2009), represent a potentially lucrative target
market for marketing firms. In 2016, over 12 per cent of the population were between
five and 14 years of age (ABS 2018). They control more than $1.4 billion in annual
spend and are often at the heart of family decisions, with activities and purchases
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centred on their likes and interests (Pacific Magazine 2012 Tween Tracker Survey cited
in MediaScope 2012).
Given the developmental level of preadolescents, the effects of marketing targeted at
them has long been a subject of debate in academic and community circles. Antimarketing lobbyists such as Beder et al. (2009) and Schor (2004) focus on the need for
protection of these young consumers, whereas marketers have highlighted the savvy
nature of preadolescents with their sceptical attitudes towards advertising and their
ability to juggle several media channels at once (Freeman & Shapiro 2014; John 1999;
Ryan-Segger 2010). Some researchers view preadolescents as another market segment
to be assessed in terms of advertising effectiveness (for example, Sharma 2015) or
marketing power (for example, Grant & Stephen 2005); whereas others explore issues
such as viable alternative market offerings for young consumers not relating or wanting
to relate to the tweenie stereotype (for example, Harris 2005). Achenreiner and John
(2003) discuss the various school-based initiatives that aim to reduce the level of brand
consciousness among children and teenagers due to public concern over the relationship
between children and brands.
Chapter 1 of the present thesis introduces the research topic: the relationship between
peer status and intention to wear branded clothes in preadolescence, and discusses the
debate around the vulnerability of this age group to advertising and marketing. The aim
of Chapter 1 is to set the scene for the present study and explain why this is an
important issue and worthy of research. The context of the present study is intention of
preadolescent children (aged 10 to 12 years) to wear fashion brands on mufti-days at
school in Australia (NSW).
1.2

Background

Preadolescents have been targeted by marketers due to their discretionary purchasing
power and influence on family purchases (Ahuja & Sahni 2017; Simpson et al. 1998).
For the purposes of the present study, “preadolescence” is defined as “a stage of human
development following early childhood and prior to adolescence. It generally ends with
the beginning of puberty but may also be defined as ending with the start of the teenage
years” (IGIGlobal 2018). Over the last twenty years, there has been increasing focus on
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preadolescents from the marketing community: “No longer a child, not yet a teen […]
Tweens are also a retailer's dream: consumers with a seemingly insatiable desire for the
latest in everything” (Kantrowitz et al. 1999, p. 62). Preadolescents are typically either
given or are earning a generous amount of pocket money (‘They've Never Had It So
Good! Look into Changing Technology Tastes of Today's 'Insta-tweens'’ 2017) to
spend on the latest in electronics such as Apple iPhone™, or the latest in branded
fashion. Many clothing brands actively market themselves to the tweenager market.
Clothing marketed to preadolescents now includes smaller versions of adult clothing
beyond the traditional market offerings that are age appropriate and complimentary to
growing body shapes.
Fifteen years ago, Schor (2004) noted that marketing was pervasive and preadolescents
were being targeted directly by commercial companies. Today, marketing is even more
pervasive with the rise of social media as a form of direct marketing communication
(Mercadal 2019), social media is commonly used by 8 to 12 year old children and early
adolescence (10 to 14 years), ages where engagement with digital technologies is
heightened (Moreno et al. 2019). In 2016, it was recognised that the autonomy and
access children have to the internet had increased significantly across all electronic
device types, with 24 per cent of children having direct access to the internet from their
bedrooms (Mercadal 2019). Further, sixty-four per cent of children had access to the
internet via their own laptop, and 38 per cent were able to access the Internet via their
smartphone (Mercadal 2019).
One approach to the dilemma of whether children in general should be targeted by
marketers, advocated by Schor (2004), is to ban marketing that targets children. Schor
(2004) argues that public bodies need to protect children from any marketer who wants
to profit from them given the potential impact on their health and well-being. From
Schor’s perspective it is not sufficient to protect children from physical harm using
government safety laws such as banning tobacco marketing to children. Currently in
Australia there are no restrictions on advertising or marketing to children with regard to
branded clothing (AANA 2014). Advertising regulation in relation to children is
focused on physical safety, anti-discrimination, emotional safety (as it relates to
frightening or distressing content), non-sexualisation and reduction of obesity (AANA
2014; ACMA 2013). At present there are general advertising rules in relation to children
3

but this may change with the onset of digital marketing given the pervasive nature of the
technology (Obesity Policy Coalition 2018). Current regulations do not allow
advertising during preschool television programs and there are limitations on the
broadcast of commercials during children’s television programs (ACMA 2013, 2014).
Advertising material must be presented clearly and in a way that children understand.
Other regulations relate to the way prizes, competitions, and premium offers are
presented, with restrictions on promotions and endorsements by popular characters, and
a prohibition on advertising alcoholic drinks (ACMA 2013, 2014).
1.3

Purpose of the present study

The present study was initially prompted by concern about the effect of fashion brand
marketing on preadolescents, particularly with regard to its impact on perceived peer
status. Peer status is defined as “the extent to which children are accepted versus
rejected by their peers” (Vandell & Hembree 1994, p. 4). The connection between peer
status and feelings of self-worth were of particular interest given that peer status
(measured as social acceptance) is one of the five dimensions of self-worth in
preadolescents (Harter 2012). Self-worth also known as self-esteem refers to a person’s
overall sense of his or her value or worth. It can be considered as how much a person
values, approves of, appreciates, prizes, or likes him or herself (Adler & Stewart 2004).
By exploring the self-worth preadolescents gain from wearing branded clothes and how
they use brands to obtain this self-worth, the present study aims to guide socially
responsible marketers in the provision of suitable offerings for preadolescents, and
government authorities in the development of evidence-based public policy. Practically,
recommendations from the present research may also assist parents in determining how
to optimally manage their preadolescent’s desire to wear branded clothes.
The purpose of the present study is to examine the relationship between preadolescents’
perceptions of their peer status and their intention to wear branded clothes. It aims to
provide insights into brand wearing behaviour of children in the later preadolescent
stage of development (aged 10 to 12 years) (this age group will be referred to as
“children” throughout this thesis unless a distinction needs to be made between other
age groups). Insights are derived by exploring the determinants of children’s intention
to wear branded clothes, the beliefs underpinning these determinants, and the
4

characteristics of children who have higher intention to wear branded clothes. In
addition, the study will assess the benefits of gathering data from children in an
alternative way to the typically prescribed method for the theory of planned behaviour.
As such, the present research has theoretical, methodological and practical implications.
1.4

Theoretical framework

The theoretical framework that underpins the present investigation is the theory of
planned behaviour (Ajzen 1991). This theory was chosen because of its demonstrated
ability to explain a range of human behaviours for a range of groups within the
population. As per Ajzen’s (2005) model, the three determinants of behavioural
intention (attitude, subjective norm and perceived behavioural control) provide the
structure within which the relationship between peer status and intention to wear
branded clothes is investigated. Using Ajzen’s (2005) framework, the premise of the
present research is that intention to wear branded clothes is dependent on children’s
attitude towards branded clothes (attitude), their perception of the social norms
associated with wearing branded clothes (subjective norm), and the extent to which
children have control over the clothes they wear (perceived behavioural control).
In addition, Ajzen’s (2005) theoretical framework is supplemented in the present study
by Merton’s (1968) functional theory of behaviour. Children’s attitudes towards
wearing branded clothes will reflect the functions of the behaviour, expressed as both
recognised consequences (manifest functions) and unrecognised consequences (latent
functions) of the behaviour, and their association, interacting with the personal
characteristics of the individual as they attempt to adapt to the peer based social setting.
1.5

Aims and research questions

The aims of the present study are to:
− identify the determinant(s) of children’s intention to wear branded clothes;
− identify the behavioural beliefs antecedent to children’s intention to wear
branded clothes;
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− test the effectiveness of alternative methods of measuring children’s attitudes
towards wearing branded clothes; and
− identify if more positive attitudes towards wearing branded clothes are
associated with particular background characteristics of children.
The first two research questions addressed in the present study focus on predicting the
children’s intention to wear branded clothes. Research question 1 is structured in line
with Ajzen’s (1991) theory of planned behaviour. Research question 2 focuses on the
behavioural beliefs that underpin the predictors of behavioural intention to wear
branded clothes. Research question 3 juxtaposes Ajzen’s (1991) focus on accessible
beliefs with Merton’s (1968; 1996) theory of the latent (inaccessible) functions and
manifest (accessible) functions of behaviour that influence the perceived function of a
behaviour. Research question 4 explores the background factors that characterise
children who have more positive attitudes towards wearing branded clothes.
The present study addresses the following research questions:
1. Which of the determinants of behavioural intention (attitude, subjective norm or
perceived behavioural control) is the strongest predictor of children’s intention
to wear branded clothes?
2. Which antecedent behavioural beliefs are the strongest predictors of behavioural
intention?
3. Does the inclusion of an additional construct (latent popularity) improve the
predictive validity of the theory of planned behaviour?
4. What characterises children who have more positive attitudes towards wearing
branded clothes?
1.6

Contributions of the research

The problem domains in this research are twofold. First, to identify whether marketers
should be more socially responsible in their targeting of children, specifically focusing
on marketing of branded clothes. Second, to review the theory of planned behaviour
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(Ajzen 1991) as an approach to understanding behavioural intention when conducting
research with children. In an attempt to gain a more holistic understanding of children’s
brand wearing behaviour, including the characteristics of children who have a more
positive attitude towards wearing branded clothes, Merton’s (1996) sociological
framework is considered as a supplement to Ajzen’s (1991) approach.
1.6.1

Theoretical contributions

The primary theoretical contribution of the present study is the development of a
theoretical model which extends and customises the theory of planned behaviour (Ajzen
1991) to explain children’s intention to wear branded clothes. A secondary contribution
is the inclusion of an additional theoretical construct that improves the predictive
validity of the theory of planned behaviour (Ajzen 1991). Specifically, Ajzen’s (1991)
behavioural beliefs have been expanded to include latent and manifest functions of
behaviour as per Merton’s (1968) theory of functional behaviour. Ajzen (2005) includes
only accessible behavioural beliefs in his model to explain attitudes towards a specific
behaviour. According to Merton (1996), accessible beliefs relate to the manifest
functions of behaviour. Merton (1996) also proposes that behaviour has latent functions
which can be just as important in motivating a person to act. In the present study, both
manifest and latent functions of behaviour are explored in order to understand children’s
attitudes towards wearing branded clothes.
1.6.2

Methodological contribution

The primary methodological contribution of the present study is in testing the use of a
new projective technique, a picture sorting task, to access the latent beliefs of children,
and to compare this technique with the data collection method proposed (and commonly
used) by Ajzen (2002). In order to access children’s beliefs about latent functions of the
behaviour, a new projective technique was developed for the present study. This
projective technique was specifically designed to account for the age of participants and
their ability to accurately express their underlying beliefs about wearing branded
clothes. The picture sorting task is a customised tool for measuring behavioural beliefs
in children, specifically to measure latent beliefs in relation to the function of wearing
branded clothes and their perceived relationship with popularity.
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A secondary methodological contribution is the inclusion of both children and their
parents as participants. Only two of the 20 previous studies which focus on
preadolescents and brands, included parent-child dyads as participants. The first,
conducted by Hamilton (2012), included 30 parents and their children aged between 11
and 18 years. The second, conducted by Ji (2002), involved interviews with one family,
parents and their three children (aged 7 to 11 years). Unlike the present study, the
majority of prior studies focused on the perceptions of children only (see for example,
Rodhain , Pilcher (2011), Elliott and Leonard (2004)). The present study adds to the
relatively small number of positivistic quantitative studies undertaken to investigate the
relationship between preadolescents and brands. It contributes to knowledge, given that
the focus of many studies has been upon adolescents (for example, Beaudoin &
Lachance 2006; Isaksen & Roper 2008; Lachance et al. 2003; Wooten 2006) rather than
preadolescents.
1.6.3

Practical contributions

Results of the present study can be used by parents, policy makers and marketers to
make more informed and socially responsible decisions regarding children and branded
clothes. Parents can consider the costs and benefits, both socially and economically,
when deciding whether to support or encourage their children to wear branded clothes.
Policy makers can use findings to evaluate the rhetoric from anti-marketing advocates to
ensure regulatory decisions reflect the reality of the impact of marketing on children.
Socially responsible marketers can use results to market products in ways that meet the
needs of children without exploiting their vulnerabilities.
1.7

Thesis structure

This thesis is organised into six chapters as illustrated in Figure 1-1.
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Figure 1-1: Thesis structure

Chapter 1 sets the scene for the study by outlining the background to, and importance
of, the research. It then provides an overview of the issues relating to marketing to
children and the overall purpose of the study. Chapter 1 also outlines the theoretical
9

framework that underpins the investigation, the aims of the study and research
questions. Finally, Chapter 1 summarises the theoretical, methodological and practical
contributions of the research.
Chapter 2 provides an overview of prior research relevant to the study. First it examines
consumer socialisation and children’s relationships with brands. The literature reviewed
primarily focuses on the last 10 to 15 years, except where a seminal text provides the
longer term context for the issues being discussed. The review is organised according to
three central themes: (1) children’s relationships with brands, (2) sociological research
into peer status and popularity, and (3) marketing related research on children’s brand
wearing behaviour. Chapter 2 then reviews the influence of parents, peers, and the
media on children’s attitudes towards brands, and the theoretical framework of the
study. The literature review largely focuses on the available research on preadolescent
children, however some of the research reviewed also relates to older children
(adolescents) in order to highlight relevant gaps in the literature. The hypotheses of the
present study are developed throughout the literature review.
Chapter 3 provides an explanation of the research design and methodology. First it
explains the research paradigm, describes the participants, and recruitment and data
collection procedures. It explains the measures used to collect the data, with a
discussion of indirect and direct measures and their suitability for measuring latent and
manifest functions of behaviour. The specific challenges associated with conducting
research with children are also discussed.
Chapter 4 presents the data analysis and results. The sample, including the child-parent
dyads, is described and the data explored. For each research question, variables are
described and hypotheses reiterated and the method of analysis and results are
presented. Finally, results for each research question are used to progressively update
the theoretical model development.
Chapter 5 discusses the findings and implications of the study. First, the role of
subjective norm and perceived behavioural control are discussed and the findings
compared with other relevant studies. Indirect and direct measures of behavioural
beliefs are reviewed in relation to the behavioural theories of Ajzen (1991) and Merton
(1968), as well as their ability to predict behavioural intention. Next, the behavioural
10

beliefs antecedent to attitude are discussed in relation to the sociological findings
regarding peer-valued characteristics and popularity. Finally, the characteristics of
children who are more likely to have more positive attitudes towards wearing branded
clothes are discussed with a view to understanding the types of children who may be
particularly vulnerable to targeted marketing by commercial brands.
Chapter 6 completes the thesis by summarising the key findings, outlining the
contributions of the study, identifying limitations and recommending areas for future
research.
1.8

Chapter summary

The purpose of the present study is to examine the relationship between children’s
perceived peer status and their intention to wear branded clothes. Chapter 1 has
introduced two key issues regarding children and wearing branded clothes: (1) whether
the level of children’s cognitive and social developmental necessitates that they are
protected from brand marketing through government regulations; and (2) the effect of
fashion brand marketing on preadolescents with reference to peer status. The theoretical
framework for the present study is the theory of planned behaviour (Ajzen 1991),
supplemented by Merton’s (1968) sociological framework of functions of behaviour.
Contributions of the present study include (1) development of a theoretical model to
explain children’s intention to wear branded clothes; (2) comparison of a projective
technique with the data collection technique commonly used by Ajzen (2002) to access
the latent beliefs of children; (3) data collection with parent-child dyads; and (4)
providing results which enable parents, policy makers and marketers to make more
informed and socially responsible decisions regarding children and branded clothes.
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Chapter 2 Literature Review
2.1

Introduction

Chapter 2 reviews relevant literature to provide the background and a theoretical
framework for the present study. The review commences with a discussion of seminal
articles on consumer socialisation of children at all stages of development. It then
explores children’s relationships with brands and the social impact of branded clothes
on preadolescents. Popularity and peer status in children are reviewed, followed by an
examination of the relationship between brands and peer status. Chapter 2 then provides
an overview of the theory of planned behaviour (Ajzen 1991) as the theoretical
framework for the present study and introduces the notion of latent versus manifest
functions of behaviour (Merton 1968; Merton 1996). Finally, the review examines
background factors (individual, social and information) that have been found to
influence children’s attitudes towards wearing branded clothes. Included in this
examination is the influence of socialisation agents such as parents, peers and the
media.
The structure of the literature review is summarised graphically in Figure 2-1.
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Figure 2-1: Structure of the literature review
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2.2

Consumer socialisation

Valkenburg and Cantor (2001) noted that research into children’s consumer behaviour
has most commonly been within the paradigm of consumer socialisation. Consumer
socialisation was defined by Ward (1974, p. 2) as the “processes by which young people
acquire skills, knowledge, and attitudes relevant to their functioning as consumers in the
marketplace.” Consumer socialisation of children was initially thought to occur through
subtle social learning processes as part of the process of growing into adults (Ward
1974). In the early stages of consumer socialisation research, there was minimal
knowledge of how these subtle social learning processes contributed to the acquisition
of consumption-relevant skills, knowledge and attitudes. As explained by Ward (1974)
consumption-relevant skills, knowledge and attitudes include those directly related to
the “enactment of the consumer role—for example, skills at budgeting, pricing,
knowledge of brand attitudes and shopping outlets, and attitudes toward products,
brands and sales people” (Ward 1974, p. 2).
Consumer socialisation research has been influenced by cognitive development theory
and/or social learning theory with the former dominating mainstream consumer
socialisation research (Nairn et al. 2008). In 1936, Jean Piaget published his theory of
cognitive development which explained how a child constructs a mental model of the
world. He regarded cognitive development as a process which occurs due to biological
maturation and interaction with the environment (Ginsburg & Brandt 1979). Based on a
review of 25 years of research into consumer socialisation of children, John (1999) drew
on this cognitive model to develop a sequence of stages that characterised the growth of
consumer knowledge, skills and values as children mature from preschool (three to four
years) through to late adolescence (16 to 18 years). The three stages in John’s model (1)
perceptual (2) analytical and (3) reflective (refer to Table 2-1), parallel Piaget’s (1)
preoperational (symbolic thought), (2) concrete operational (operational thought) and
(3) formal operational (abstract concepts) stages of cognitive development (Ginsburg &
Brandt 1979).
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The relevant key points from John’s (1999) cognitive developmental model are
summarised in Table 2-1.
Table 2-1: Excerpt from Consumer Socialisation Stages (John 1999, p. 204).
Topic

Perceptual stage
(3-7 years)

Product and
brand
knowledge

Recognising brand names
and beginning to
associate them with
product categories.
Beginning to understand
symbolic aspects of
consumption based on
perceptual features/cues.

Increasing brand
awareness especially for
child-relevant product
categories.
Increasing understanding
of symbolic aspects of
consumption.

Consumption
motives and
values

Valuing possessions
based on surface features,
such as "having more" of
something.

Emerging understanding
of value based on social
meaning and significance.

Positive attitudes towards
advertisements.

Negative attitude towards
advertisements.

Advertising
knowledge

Analytical stage
(7-11 years)

Reflective stage
(11-16 years)
Substantial brand
awareness especially for
adult-oriented as well as
child-relevant product
categories.
Sophisticated
understanding of
consumption symbolism
for product categories and
brand names.
Fully developed
understanding of value
based on social meaning,
significance and scarcity.
Sceptical attitude towards
advertisements.

As summarised in Table 2-1, preadolescence (eight to 12 years) is a time of transition
from the analytical to the reflective stage of consumer socialisation. During
preadolescence, children move from the concrete operational phase (eight to 11 years)
to the formal operational phase (12 years and over) of their cognitive development
(Ginsburg & Brandt 1979). Preadolescents do not have the well-developed intellectual
abilities of adolescents but they are at an age where they can demonstrate systematic
thinking and the ability to represent the world conceptually (Ginsburg & Brandt 1979).
Children at the analytical stage of consumer socialisation can consider several
dimensions of a stimulus at a time and relate the dimensions in a thoughtful and
relatively abstract way (John 1999). The increase in intellectual capacity by late
preadolescence, moving from logical thought bound by concrete experiences to abstract
thought, enables children to view the market with more scepticism and understand its
complexities (John 1999). Children at the formal operational phase of cognitive
development are also more flexible in the way they approach decision making, enabling
them to be more adaptive and responsive as they try to influence and negotiate for
desired items (John 1999).
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An alternative approach to cognitive development theory was social learning theory,
proposed by Bandura (1977b). According to social learning theory, children learn
through socialisation, specifically parents modelling behaviour, and parents providing
experiences through which the children learn about their world. Moschis and Churchill
Jr (1978) recommended that both the social learning model and the cognitive
developmental model be applied in consumer socialisation studies. Their findings
supported both models of child development with cognitive development predicting
knowledge and ability to function as a consumer in the marketplace; and social learning
explaining the development of attitudes and values towards consumption and its
components. Reflecting this multitheoretical perspective, Moschis and Churchill Jr
(1978, p. 599) redefined the consumer socialisation of children as “the development of
young people’s capabilities to process consumer information and evaluate marketing
stimuli”.
Based on social learning theory, Arnould and Thompson (2005) developed an
alternative to the dominant cognitive developmental approach to studying children’s
consumer socialisation: consumer culture theory. This sociological approach is
considered by Nairn et al. (2008, p. 628) as providing an insight into the “meanings and
uses of specific brands for children in relation to the social and cultural contexts of their
everyday lives” that is not possible through a psychological or cognitive development
approach. Taking this approach, individual consumers, be they children or adults, are
viewed as operating within a “cultural, economic and political frame that shapes and
limits how we can think, feel and act in the contemporary marketplace” (Nairn et al.
2008, p. 630). As such, consumer culture theory tends to be associated with in-depth
qualitative analyses of consumers’ perspectives.
With the increase in understanding of the interactive nature of learning, the definition of
consumer socialisation was broadened to include “socialisation agents” and the
inclusion of both “a cognitive and psychological adaptation process and a social
process” incorporating the social learning model (Hayta 2008, p. 167). Socialisation
agents include family, peers, media and relevant institutions such as schools; and
sociodemographic factors such as socioeconomic status, age and sex. Since the
inclusion of socialisation agents within the definition of consumer socialisation, many
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consumer behaviour studies of children have been designed within this paradigm and
have explored the influence of the aforementioned factors.
In relation to the understanding of the interaction between children and socialisation
agents, progress is still needed given Hayta’s (2008) description of how consumption
knowledge, skills and attitudes are transferred to the child as if the interaction is only
one-way and the child is an empty vessel to be filled with knowledge. This idea is
inconsistent with educational theory and research which has recognised for many years
the dual flow of information. For example, Bandura (2004) argued the two-way
interactional effect between the child and the socialisation agents. Piaget, within his
cognitive developmental theory, also considered that teachers (including parents) are
more than transmitters of knowledge. Children build their knowledge, skills and
attitudes via interaction with their environment, including teachers and other players
(Ginsburg & Brandt 1979). This premise applies whether the focus is on socialisation
more broadly or on consumer socialisation, which is the focus of the present study.
As children mature, their cognitive and social development provides the basis for their
consumer socialisation. By the age of eight to 12 years, the opinion of peers plays an
increasingly important role (Harter 2012). Prior to this, consumer socialisation moves
children of preschool age (two to five years) beyond reliance on parents as they become
consumers in their own right, capable of persuading their parents to respond to their
wants and needs. Further, by the age of five to six years they are able to make
independent purchases with or without parents, with wants and preferences for products
and the ability to make a choice and a purchase (Valkenburg & Cantor 2001). During
preadolescence, children develop the ability to critically evaluate and compare products
and information. One of the key changes in this age group is the ability to appreciate the
details of an offering (Valkenburg & Cantor 2001). While younger children may focus
on one striking detail of a product, children aged eight to 12 years are able to observe
and evaluate multiple characteristics of a product. Their eye for detail and quality
coincides with an increasing criticality of entertainment such as television shows and
advertisements; and a preference for collecting objects. This preference may enable
opportunity for social interaction with peers (Valkenburg & Cantor 2001).
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Children demonstrate a preference for products with a social function, such as music
and sports equipment; and products and entertainment designed for adults (Valkenburg
2000). At preadolescence, interactions with their peers becomes increasingly
sophisticated as children develop a strong sense of commitment and loyalty to the
norms of their peer group. They become sensitive to what is cool and what is in so as to
avoid public ridicule, especially with respect to what they wear and even to what they
watch on television. Valkenburg and Cantor (2001) suggested that due to this peer
sensitivity and the increased critical viewing of media, peer norms and values function
as a filter for other consumer socialisation forces such as advertising.
Given the importance of peers and the emergence of social pressure at the preadolescent
stage of development (Roper & Shah 2007), the stages of children’s consumer
socialisation detailed in Table 2-1 (John 1999) and important aspects of social
development identified by Harter (2012, p. 28 & 74), summarised in
Table 2-2, need to be considered. Priorities in peer relations shift over childhood into
adolescence and adulthood. Peer interaction is important from six to nine years of age as
peers fulfil the need for acceptance and enable social comparison. As children mature,
the need for intimacy from peers emerges and social competencies are further
developed. At the preadolescent stage, loneliness and acceptance are children’s most
important concerns as they become increasingly focused on their positions within peer
groups (LaFontana & Cillessen 2010).
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Table 2-2: Normative-developmental changes from middle to late childhood through to
early adolescence, including preadolescence (8-12 years)
Middle to late childhood
(8-10 years)

Early adolescence1
(11-13 years)

Social
interaction

Comparative assessments with peers;
global evaluation of worth.

Social skills; attributes influencing
interactions and one’s social appeal.

Cognitive
development

Higher order generalisations that
subsume several behaviours; and
ability to integrate opposing attributes.

Abstractions compartmentalised; all or
none thinking; don’t detect or integrate
opposing abstractions.

Accuracy of
generalisations

Both positive and negative evaluations;
greater accuracy.

Nature of social
comparisons

Social comparison for purpose of selfevaluation.

Sensitivity to
others

Internalisation of others’ opinions and
standards, which come to function as
self-guides.

Positive and negative attributes at
different points in time leading to
inaccurate overgeneralisations.
Social comparisons continue although
less overt.
Compartmentalised attention to
internalisation of different
standards/opinions in different
relational contexts.

Preadolescents, as distinct from younger children, make social comparisons for the
purpose of self-evaluation and are able to make global evaluations of worth based on a
range of abilities and disabilities, successes and failures (Harter 2012). Relative to later
adolescence, preadolescents are still focused on social comparisons rather than a
comparison of their actual versus ideal self. They are able, however, to form metatheories about the causal nature of constructs that involve the self and others (Harter
2012). They speculate about the directionality of perceived attractiveness and the causal
links between peer-value characteristics and self-esteem, with perceptions of physical
appearance among other important domains being highly predictive of self-esteem
(Harter 2012).
The interconnection of consumer socialisation and social development of children
means that while children have increasing brand awareness, especially for child-relevant
product categories, they make comparative peer-based assessments which impact
evaluations of their own self-worth (Harter 2012; John 1999). Children’s emerging
understanding of value, based on social meaning and significance, is accompanied by an

1

Term as defined by Harter (2012, p.74)
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increasing understanding of symbolic aspects of consumption (Harter 2012; John 1999).
Therefore, the internalisation of others’ opinions and standards, which come to function
as self-guides, may be negatively or positively impacted by the child’s brand ownership.
At the reflective stage of consumer socialisation (11 to 16 years), when children have
substantial brand awareness especially for adult-oriented as well as child-relevant
product categories, social comparisons are continuing, although they are less overt
(Harter 2012; John 1999). Positive and negative attributes are considered at different
points in time leading to inaccurate overgeneralisations coupled with a fully developed
understanding of value based on social meaning, significance and scarcity, and an
increasing sensitivity to others, albeit in different relational contexts (Harter 2012; John
1999). Children’s social developmental levels, although making them increasingly
resistant to advertising, also means that children are more sensitive to peer influence.
This increased sensitivity occurs at a time when children are moving into a major stage
of development, when their identity as an adult and roles within society are established
(Erikson 1968). Harter (2012) identifies that preadolescents who are preoccupied with
the importance of peer opinion are at risk of poor self-esteem and its associated
problems such as self-doubt, violence and depression.
Figure 2-2 illustrates the development of social, cognitive and consumer development
from early childhood to adolescence (including preadolescence, 8 to 12 years).

Figure 2-2: Stages of consumer socialisation with cognitive and social development
There is a lack of research involving eight to 12 year old children within a social
learning model (Achenreiner & John 2003; Nairn et al. 2008). The aim of the present
study is to provide insights into the consumer socialisation of preadolescents,
specifically in relation to wearing branded clothing. Many studies have focused on

20

adolescents and young adults, however preadolescence is under researched, especially
in relation to children’s consumption behaviour and its connection with their everyday
lives (Nairn & Spotswood 2015). This age group is vulnerable given their level of
cognitive development coupled with an increasing awareness and sensitivity to social
pressure. While acknowledging the cognitive and social development of children in this
age group, their interaction with external factors, such as parents, peers and the media,
are included to reflect a social learning perspective. As marketers gain more power and
influence over children as consumers there is a need to examine the effects of brands on
children to ensure they are not adversely affected by marketing practices which may not
consider the impact on vulnerable individuals at the preadolescent stage of
development.
2.3

Brands and peer status

Brands play “dynamic and complex social roles” in children’s everyday lives (Nairn et
al. 2008, p. 628). In this section, the focus will shift from consumer socialisation to the
relationship between children and brands, specifically in relation to peer status.
Prefacing this discussion is a review of the importance of brands to effective marketing,
followed by the relationship between brands and consumers, including children. A brief
discussion of popularity and peer status provides the sociological framework for the
investigation of brands and children.
2.3.1

Children’s relationship with brands

Brands are a part of the everyday lives of children, with Lindström and Seybold (2003)
estimating that children are exposed to thousands of brands every day. In a global study
of children, one third were bonded to a fashion brand (including adult brands) with
‘bonding’ being defined as “wanting to wear the brand and having a strong, positive
attitude towards it”, with older children being more likely to be bonded with a fashion
brand than younger children (Lindström & Seybold 2003, p. 59).
Brands have become an important part of the way children define themselves as they
use brands to express who they are at home, school, and at social events (Lindström &
Seybold 2003). Attitudes, emotions and experiences become linked to particular brands
as consumers build knowledge of brand attributes, benefits and images. The brand
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becomes a “credible guarantee” that the chosen product (good or service) will provide
value to the consumer (Ghodeswar 2008, p. 4). It is therefore perhaps not surprising that
consumers build relationships with some brands given their functional, emotional and
self-expressive benefits.
In marketing, a brand is defined as “a distinguishing name and/or symbol (such as logo,
trademark, or package design) intended to identify the goods or services of either one
seller or a group of sellers, and to differentiate those goods or services from those of
competitors” (Ghodeswar 2008, p. 4). Yet brands are not merely logos, slogans or
advertising, as brand successes and failures are linked directly to levels of consumer
satisfaction. Brands represent relationships with consumers, “relationships that only
exist in people’s minds” (Temporal 2005, p. 374). Schembri et al. (2010, p. 624)
assessed a number of disciplinary perspectives to confirm that “people use signs and
symbols embedded in everyday life [such as brands] as a social tool to communicate the
self. Belk (1988, p. 139) [rephrasing James (1890,1952)], suggested that “consumers are
the sum of their possessions”, creating an extended self through the creation of,
appropriation of, or through knowing of, an object.
Brands are valuable to both consumers and organisations: consumers because brands
facilitate decision making and reduce post-purchase dissonance; and organisations
because this valuable asset is the essential reason consumers choose their product, with
its symbol of product differentiation and uniqueness (Aaker 1992; Sasmita & Mohd
Suki 2015). As stated by Temporal (2005, p. 378), “powerful brands provide long-term
security and growth, higher sustainable profit and increased asset value because they
achieve competitive differentiation, premium prices, higher sales volumes, economies
of scale and reduced costs with greater security of demand.” Thus, the stronger the
brand, the higher its brand equity.
Brand equity is defined by Aaker (1992, p. 28) as “a set of brand assets and liabilities;
linked to the brand's name and symbol; [which] can subtract from, as well as add to, the
value provided by a product or service; and [which] provides value to customers as well
as to a firm”. Five brand equity assets which underpin the value created include brand
awareness, perceived brand quality, brand image, brand loyalty, and other proprietary
brand assets, for example, patents, trademarks, and channel relationships (Aaker 1992,
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p. 28). Keller (1993, p. 2) proposes a similar definition but with a focus on consumer
response to brands (rather than Aaker’s financial perspective), of customer-based brand
equity “the differential effect of brand knowledge on consumer response to the
marketing of the brand”, with brand equity measures including brand awareness,
attitudes, associations, attachments and loyalties consumers have toward a brand (Keller
and Lehmann, 2006). Figure 2-3 illustrates the development of the brand-consumer
relationship, which can ultimately lead to brand loyalty and brand equity. This figure
combines brand-consumer relationships (Keller 1993; Keller & Lehmann 2003; Whan
Park et al. 2010) with components of Aaker’s (1992) model of brand equity.

Figure 2-3: The development of the brand-consumer relationship
Developing a brand relationship (the prerequisite to developing brand equity) begins
with brand exposure, then brand awareness, progressing to brand perception as part of
the development of brand image, brand attachment and finally brand loyalty (Kelly et
al. 2016). Brand exposure occurs via a combination of exposure to brand advertising
and the persuasive power of such advertising (Keller & Lehmann 2003). Brand
awareness is the most basic relationship between a brand and consumer, and underlies
the strength of many successful brands (Aaker 1992). Brand awareness refers to “how
consumers associate the brand with the particular product that they aim to own”
(Sasmita & Mohd Suki 2015, p. 278).
Brand image is the next stage in the developing relationship between consumers and
brands. Brand image includes perceived brand quality and other brand associations
(beliefs about brand attributes and benefits) (Aaker 1992). Brand attachment (the extent
to which a person self-identifies with a brand), involves a cognitive and emotional
connection (Whan Park et al. 2010). This concept relates to “the consumers’ use of the
brand to reflect their symbolic meaning of consumption and identity in self-expression”
(Sasmita & Mohd Suki 2015, p. 277).
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Brand loyalty sometimes results from brand behaviour being the consumption of brands.
Reflecting an ongoing relationship, brand loyalty is related to “the user’s repetitive
buying behaviour over time with a positively biased emotive, evaluative and/or
behavioural tendency towards a branded, labelled or graded alternative or product
choice” (Sasmita & Mohd Suki 2015, p. 278). Increasing brand loyalty is a key
objective of many organisations. If brand behaviour is continuous and underpinned by a
true preference for a brand, then it will have high brand equity. Advantages of high
brand equity include reduced marketing costs, as customer retention is less costly than
customer acquisition; and making it difficult for competitors to communicate to brand
loyal customers (habitual or a truly committed buyers) because these customers have
reduced motivation to learn about alternative offerings (Aaker 1992).
A study of young adult consumers found that brand awareness in addition to brand
image, brand association, and brand loyalty significantly contributes to brand equity,
with brand awareness as the strongest contributor (Sasmita & Mohd Suki 2015). This
finding supports Aaker’s (1992) model of nearly 25 years prior. Young consumers
while influenced socially by friends and family, trusted the brand that appeared in social
media and was familiar to them. Products with a positive brand image, created a
perception in the minds of young adult consumers that the brand is well established and
has a unique, differentiated image when compared with other products or brands
(Sasmita & Mohd Suki 2015).
Brand awareness increases with age. In a study of three to five year old children, Aktaş
Arnas et al. (2016) demonstrated that younger children were aware of brands and were
able to remember the brand or product if cued by the brand’s logo, packaging and
characters. Children aged five years in the study were more confident in remembering
the brand name and the product belonging to the brand based on the brand logo and
product packaging. They also remembered more brand names and products than
younger children aged three years. These findings are consistent with John’s (1999)
perceptual stage of consumer socialisation (refer to Table 2-1) with considerable brand
awareness demonstrated by children at 11 years of age.
Nairn (2010, p. 99) concluded from her review of relevant studies that “children
progress from a feature-based appreciation of logos and product features to a full adult
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understanding of how brand symbols function to mark out social stereotypes”. Children
use such stereotypes to assess other’s social standing, as they understand the symbolism
of brands and how they apply to social status. Chaplin and Lowry (2010) found that by
five years of age children can infer social status from brands. In a study of children’s
consumption constellations (sets of complementary products used to enact a certain
social role), nonlinear age ﬁndings prompted Chaplin and Lowrey (2010) to suggest that
age differences in children’s brand constellations are due to increasing knowledge and
experience with products and brands, accompanied by developmental changes in
children’s stereotypes of social roles.
Children can associate brands with conceptual or symbolic meanings, conveying status,
prestige and cool. Cool in this context refers to a colloquial term or idiom usually
meaning aesthetically admired due to attitude, appearance or style. Achenreiner and
John (2003) provided evidence that children have the prerequisite abilities of
recognising brand names; recognising brand names as unique and separate elements of
the product distinct from the packaging or the product itself; and can think about the
brand name at an abstract level as they connect the name to non-observable features.
During preadolescence, children develop the ability to critically evaluate and compare
products and information, including the ability to appreciate details. It is perhaps not
surprising then, that children are able to think about brands conceptually by the time
they are eight years old; and by 12 years incorporate their brand knowledge and
understanding into a wide range of consumer judgements such as owner impressions
and brand extensions (Achenreiner & John 2003).
Ji’s (2002) research extended the child-brand relationship one step further, finding that
from an early age, children move beyond brand awareness and develop a relationship
with a variety of brands; and that these relationships take different forms according to
the level of attachment to the brand such as “good friend” or “true love”. In defining
brand relationships, Ji (2002) emphasises that children are able to recall brand names
and store and retrieve information about their past interactions with them. This type of
brand relationship would be referred to by Schembri et al. (2010) as indexical, whereby
attachments to the brand are retrievable from memory because the brand is associated
with the recall of factual memories from the past. All brand relationships serve certain
functions and play important roles in children’s lives, including connections with others.
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In turn, these others, including parents, siblings, relatives, peers and mass media, are
elements in the child’s social environment which influence brand relationships (Ji
2008).
The extent to which children form relationships with brands depends upon their
motivation, opportunity and ability to do so, which are all potentially influenced by
social and environmental factors (Ji 2008). According to Ji (2008), motivation to form
relationships with brands can stem from the need to know oneself (self-concept
development) and/or the need to be intimate (intimacy). Opportunity to interact with
brands depends on the situations provided by parents to do so, for example through
activities such as shopping, media exposure and brand usage experiences. Ability is
dependent on cognitive skills, affective skills and the ability to act, that is use and/or
purchase brands.
Children have a very high level of brand awareness, using brands to build certain
images such as cool and fashionable (Roper & Shah 2007). Studies of children’s
socioeconomic status highlight the lack of opportunity for some children to obtain
socially accepted brands. Peers judged others by their brand ownership (or lack thereof)
with brand owners being perceived as cool and popular; and non-brand owners
perceived as poor, “uncool” or of “poor quality” and “probably embarrassed” because
they did not have a particular brand (Roper & Shah 2007, p. 720). Commencing in
childhood, clothing ceases to be valued for its utilitarian function and is instead worn
for social purposes. Children in Pilcher’s (2011) study used their assessment of retailers
to construct their identities as “fashionable”, “trendy”, or “sporty”. This was particularly
the case for preadolescents who seemed to “use fashionable clothing as a means of
constructing and presenting self-identity” (Pilcher 2011, p. 128). Children also used
their knowledge and understanding of clothing retailers and brands, including designer
labels and “uber” brands, “to mark-off the distinctiveness of their age-related identities,
in which being cool, trendy or fashionable, or looking good was important” (Pilcher
2011, p. 138). Presentation of children’s self-identities were shaped by their social
status and the context in which they purchase and display their clothing (Pilcher 2011).
Depending on the motivation of the consumer, using branded clothes to construct
identities and/or judge others may lead to social division. Roper and Shah’s (2007)
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exploratory qualitative study of 100 economically disadvantaged children in the United
Kingdom (n=50) and Kenya (n=50) supports the observation that brands can be the
cause of social division, resulting in children being included in, or excluded from, their
social group. Although there were positive effects of branding, such as encouragement
of emotional expression through brands developed around a celebrity (for example,
David Beckham) and healthy eating (for example, Jamie Oliver), the negative effects
impacted children and their families in a greater number of ways. Children without the
right brands were discriminated against and experienced teasing and bullying; had low
self-esteem and were socially excluded. Their parents suffered from the guilt of not
being able to buy the latest brands, or bought them and consequently struggled
financially (Roper & la Niece 2009; Roper & Shah 2007).
It is debatable whether branding is a major cause of children’s low self-esteem and
social exclusion. Concern for children’s emotional and mental health however, is
relevant for children who wear branded clothes due to the constant pressure to keep up
to date with the latest brands. In addition, children who do not wear branded clothes can
be excluded from their social environment. Hamilton (2012) demonstrated that a key
motivation for wearing branded clothes is fitting in or being able to join the peer group
in order to avoid being socially rejected or even bullied. Hamilton (2012) interviewed
30 families including the parents and their 11 to 18 year old children in Northern Ireland
in the United Kingdom. She demonstrated that “individuals initiate strategies to avoid
the social effects of stigmatisation and alleviate threats to social identity” (Hamilton
2012, p. 74). This strategy was evidence of family engagement in conspicuous
consumption, with emphasis on ensuring children have access to the right brands. The
challenge was to manage the implementation of such strategies given the low incomes
of the participating families.
In a study of 30, eight to 12 year old British children living in poverty, Elliott and
Leonard (2004) concluded that the children had positive attitudes towards particular
training or sports shoe brands (for example, Nike) because they wanted to transfer the
personality of the brand to themselves. The products functioned as symbols of being
cool and popular because of the common perceptions of the product’s meaning in
children’s culture: “People with ‘decent’ trainers also appeared to be popular with their
peers, the children seemed to ﬁt into gangs and groups of friends easier if they were
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appropriately dressed, one interviewee saying ‘my best friends wear trainers that I like’”
(Elliott & Leonard 2004, p. 355). The desire to be cool and popular was influential, with
many of the children feeling peer pressure to wear branded shoes to ﬁt in with both their
friends and the popular children (Elliott & Leonard 2004).
Elliott and Leonard (2004) found that ownership of specific shoe brands was important
(even if they were second hand), whereas in France, Hémar-Nicolas and Rodhain (2017)
found that ownership of brands was less important. The ethnographic study by HémarNicolas and Rodhain (2017) was conducted in schools with 112 children (10 to 11
years) and found that children were accepted into the peer group if they possessed
branded products but also if they had knowledge of brands, and could converse with
peers using appropriate brand vocabulary. Children were able to extend their sense of
self through the rhetoric of brands in spite of their lack of ownership.
In many prior studies, themes of popularity and its association with fashion are
consistent. de Bruyn, E. H. and van den Boom, D. C. (2005, p. 567) found that in early
adolescence (average age 13 years), popular students were described as “not boring,
trendy dressers, and as having high social self-esteem, whereas socially accepted
students were described as “good at sharing, keeping promises, and cooperating, good at
making up after a fight, and as not angry or mean …[but] as boring”. In a study
conducted by de Bruyn and Cillessen (2006, p. 92), early adolescents (13 to 14 years)
who were either popular and/or socially accepted were described as “attractive, athletic,
and fashionable, and as having many friends”. Mayeux et al. (2011, p. 97) concluded
from their review of popularity studies that “popular youth are more likely to be
attractive and well dressed and to have spending power to afford the trendy clothes or
gadgets that their peers covet.” By preadolescence, children’s behaviour reflects their
understanding of what it means to be popular. Some children will choose to actively
seek to improve their status “via whatever means prove the most useful” (Mayeux et al.
2011, p. 97).
This review highlights a key theme related to brand wearing and peer status in
preadolescence: social inclusion/exclusion, highlighting the connection between brands
and social acceptance. Social exclusion is exemplified by an emphasis on fitting-in to
avoid bullying and teasing; and social inclusion is exemplified by high peer status or
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popularity and an association with being cool. Given preadolescent’s primary concerns
of loneliness and acceptance, and the emerging need for intimacy from peers (as
discussed in Section 2.2), brands can become an important means of fitting in. Children
may develop self-brand connections in relation to whether they aspire to be part of a
group or need to verify their membership of a group. It is in preadolescence that fashion
awareness and brand consciousness are accompanied by the onset and peak of ridicule
from peers about possessions (Wooten 2006). Children’s focus on looking good can
result in conspicuous display of their branded clothing to key reference groups in order
to fit in and avoid social stigma and/or to aspire to look better. This is perhaps cause for
concern given that, as children move into adolescence, being ridiculed by peers about
possessions may threaten fragile self-concepts and continue a pattern of looking for
external material solutions to identity problems (Wooten 2006).
2.3.2

Children and peer status

Peer status, defined as “the extent to which children are accepted versus rejected by
their peers” is an important predictor of children’s cognitive and social development
(Vandell & Hembree 1994, p. 4). A high level of social acceptance within a peer group,
also known as popularity, is associated with positive developmental outcomes
(LaFontana & Cillessen 2010; Vandell & Hembree 1994). For the purposes of the
present study, popular children are defined as “the children who are liked by the greatest
number of their peers, who are the most influential in setting group opinions, and who
have the greatest impact on determining the boundaries of membership in the most
exclusive social group” (Adler et al. 1992, p. 172). Sociologists have identified two
distinct forms of peer status: “sociometric popularity” (high social acceptance) and
“peer-perceived popularity” (popularity) (Mayeux et al. 2011). The former is associated
with positive attributes such as kindness and trustworthiness, and the latter is associated
with positive and negative attributes such as social visibility, impact and prestige
(Mayeux et al. 2011). It is the latter that is explored in the present study given the
potential link between peer perceived popularity and wearing branded clothes.
Sociologists postulate that peer-valued characteristics are important in determining
popularity. Vaillancourt and Hymel (2006) report that even aggressive children who
possessed peer-valued characteristics enjoy higher levels of perceived popularity. Peer-
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valued characteristics included: stylish and attractive dressing; physical attractiveness;
athleticism; sense of humour/comic ability; possession of highly valued goods;
economic wealth; toughness; and demonstration of special talents or skills. Being
viewed as wealthy is only associated with popularity and power, not liking
(Vaillancourt & Hymel 2006).
In a quantitative study of nine to 12 year old Canadian children, Holder and Coleman
(2008) identified that children’s happiness could be predicted from ratings of
temperament but also of popularity and physical appearance. In terms of popularity, the
more popular the child, the higher their self-reported happiness (Holder & Coleman
2008). This finding supports the view that at this stage of development, children are
focused on their position in the peer group, with popularity or high peer status being the
goal (LaFontana & Cillessen 2010) because being popular is a key determinant of social
power in children’s peer groups (Lease et al. 2002). Gaining and maintaining popularity
influences their ability to make friends, be included in fun activities, and develop a
positive sense of self-esteem and so has high significance in their lives (Adler et al.
1992).
In their study of developmental changes in social priorities throughout childhood,
LaFontana and Cillessen (2010) identified changes in how children prioritise peer status
in comparison to other social and relational aspects. An example given by the authors
was that children (aged 10 to 13 years) prioritised popularity over friendships or
empathy for less fortunate peers. LaFontana and Cillessen (2010) posited that the
“pursuit of status, and the desire to pursue status, are part of normative social growth”
as children use the peer group as a “practice ground” for adult social relationships in
larger groups and contexts (LaFontana & Cillessen 2010, p. 141). However, this
relationship between status and happiness may not necessarily continue into adult life.
A study by Kasser and Ahuvia (2002) of Singaporean university students found that
students who placed high value on popularity and personal image were unhappier over
time. Positive attitudes towards luxury brands is accompanied by a materialistic
orientation, as adolescents that have low self-worth look to external sources to boost
their self-confidence (Gil et al. 2012).
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Factors that foster preadolescents’ popularity include family background
(socioeconomic status and degree of parental permissiveness), physical appearance, and
advanced social development for girls; and athletic ability, being cool, toughness, and
savoir-faire (confidence/style) for boys (Adler et al. 1992). Girls’ popularity is
influenced mainly by their parents’ socioeconomic status and degree of permissiveness,
and the girls’ physical appearance. Girls who could afford and were allowed to have
expensive brand name designer clothing were socially defined as stylish and fashionable
(Adler et al. 1992). In another study, being cool generated a great deal of peer status for
boys and included wearing “cool clothes,[ …] the in things you’d see in ads right now
in magazines” such as t-shirts with surfing and skateboarding logos (Mayeux et al.
2011, p. 91). In addition, Rodkin et al. (2000) found that even aggressive, disruptive
troublemakers could be described as cool and popular by boys, as aggression and
disruption are valued by peers.
The connection between brands and popularity is evident in Roper and Shah’s (2007)
study which demonstrated more positive attitudes towards brand names, describing
them as cool things which were associated with wealthy and famous people, who were
perceived as rich and popular. Children perceive that popularity comes from wealth,
which is demonstrated through the possession of brand names and cool things. Many
children reported having experienced or witnessed bullying at school, with children’s
images being a trigger for such bullying (Elliott & Leonard 2004). Children have more
positive attitudes towards wearing branded clothes because they believe doing so would
prevent them from being bullied and teased.
In summary, some children have more positive attitudes towards brands because they
perceive a link between branded clothes and popularity. However, as the majority of
studies involve adolescents and young adults and/or include a small number of
participants, larger quantitative studies are needed to provide greater insight into
children’s perceptions of the relationship between peer status and branded clothes. The
available evidence suggests that branded clothes are symbolic of wealth and style. In the
past, clothing brands were largely identifiable by their quality and design. More
recently, branded clothes do not necessarily indicate quality or design but instead can
often be purchased at a small additional cost compared to generic brands. The present
study investigates whether Australian children who have positive attitudes towards
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branded clothes are characterised by a need to avoid social exclusion (as identified in
UK-based studies) or by a need to be cool and popular (as identified in US-based
studies).
2.4

Theory of planned behaviour

The theory of planned behaviour (Ajzen 1991) is used in the present study as a
framework to investigate the nature of the relationships between the key constructs
described above. Merton’s (1968) functional analysis of behaviour is also considered
because of its premise that not all behavioural beliefs are manifest functions of
behaviour, in particular the belief that wearing branded clothes enhances popularity.
The review of literature thus far has highlighted the importance of attitudes towards
brands, subjective norm (particularly in relation to peers) and perceived behavioural
control (particularly in relation to parents). The theory of planned behaviour has been
applied in many marketing studies, (for example, Han 2018; Sreen et al. 2018) and in
studies of children (for example, Barati et al. 2018; Pang, B. et al. 2018). The theory of
planned behaviour attempts to predict intention to behave in a specific situation based
on attitudes towards the behaviour, subjective (social) norms, and perceived behavioural
control. The central premise of Ajzen’s theory is that “a person’s intention to perform
(or not to perform) a behaviour is the most important immediate determinant of that
action” (Ajzen 2005, p. 117). It assumes that human beings usually behave in a sensible
manner, considering available information and implications of their actions (Ajzen
2005). Understanding the determinants of behavioural intention and the antecedent
beliefs that underpin the determinants will provide insight into children’s intention to
wear branded clothes. The relationships between key constructs in the theory of planned
behaviour are illustrated in Figure 2-4.
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Figure 2-4: The theory of planned behaviour (Ajzen 1985, 2017)
2.4.1

Attitude

An attitude is defined as “a disposition to respond favourably or unfavourably to an
object, person, institution or event” (Ajzen 2005, p. 3). Because attitude is a
hypothetical construct that is not accessible to direct observation, it must be inferred
from measurable responses regarding the object of interest. Within the theory of
planned behaviour, the measurable responses are the beliefs formed about an object.
Salient beliefs, or those easily accessible in memory, are assumed to be the determinants
of attitude. A more positive attitude develops for behaviours believed to have mostly
desirable consequences, whereas a less positive attitude develops for behaviours
believed to have mostly undesirable consequences.
Children may believe for example, that wearing branded clothes (the behaviour)
enhances popularity, builds confidence and looks cool (consequences). Since these
consequences are already valued by children (either negatively or positively) these
evaluations result in either more or less positive attitudes towards the behaviour.
Attitude is therefore a subjective assessment of both the probability that the behaviour
will produce certain consequences, and the negative or positive evaluations of those
consequences.
Beliefs may be formed from direct experience of the individual or through the indirect
experience of others. Direct experiences may include wearing branded clothes and/or
observation of cool kids wearing branded clothes, forming a desire to copy that
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behaviour. Indirect experiences of others may include, for example, peers
recommending a brand. Beliefs may also be self-generated through inferential
processes, whereby connections are made between beliefs and behaviour. For example,
“Jackie is popular”, “Jackie wears branded clothes”, therefore “popular kids wear
branded clothes”. The salient beliefs, or those few which are uppermost in an
individual’s mind, determine their attitude; and like other beliefs, these beliefs may be
strengthened, weakened or replaced by new beliefs over time (Ajzen 2005).
Studies utilising the theory of planned behaviour have found attitude to be a strong
predictor of behavioural intention. For example, the intention of college students to
purchase fashion merchandise was predicted by their attitude towards the merchandise,
but not by subjective norm or other external variables (Belleau 2007). In a study of 221
Cyprian children (seven to 12 years), Pagla and Brennan (2014) found that attitude was
the principal influence on children’s brand behaviour (brand requesting and brand
buying). Studies of economically disadvantaged children and brand possession (Roper
& Shah 2007) and brands of sports shoes (Elliott & Leonard 2004) also lend support to
the importance of attitude in predicting behavioural intention among children in this
preadolescent age group.
The present study will explore whether intention to wear branded clothes can be
predicted by a more positive attitude towards wearing branded clothes; and will identify
the beliefs antecedent to that attitude specifically with preadolescents in a peer-based
social setting. The construct of “attitude towards wearing branded clothes” is a multiitem construct and “being popular” is one component of this construct. Based on
findings of previous studies, it is hypothesised that attitude will be a strong predictor of
behavioural intention. Moreover, studies to date suggest that the beliefs underpinning
more positive attitudes towards brands are related to high peer status or popularity, with
children perceiving that branded clothes enhance peer status. Based on prior studies
which support the importance of attitude in predicting behavioural intention, and the
demonstrated link between attitude and popularity and peer status, the following
hypothesis will be tested:
H1: Attitude is a strong predictor of intention to wear branded clothes.
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2.4.2

Subjective norm

Subjective norm (also commonly referred to as a social norm) is a “person’s perception
of social pressure to perform or not perform the behaviour under consideration” (Ajzen
2005, p. 118). Subjective norm is a function of beliefs associated with the perceived
approval or disapproval of important others or referents for an individual (such as their
parents, peers or subject experts), referred to as normative beliefs. Normative beliefs are
based on the observation by an individual of key referents engaging or not engaging in
the behaviour under consideration. Whether norms are adhered to will depend on how
important it is for the person to comply with such referents.
Subjective norm influences behaviour by changing social expectations, both in relation
to how others behave but also perceptions of how others expect the individual to
behave. Children aged 10 to 12 years understand social norms and use them to guide
their own behaviour and set evaluative standards for assessing others (Rakoczy &
Schmidt 2013). This review of literature on the relationship between brands and peer
status suggests that, subjective norm is an important predictor of intention to wear
branded clothes in a peer-based social setting.
In their study of 10 to 11 year old French children, Hémar-Nicolas and Rodhain (2017)
explored how children included brands in the routines and cultural practices within their
school peer group. They suggested that preadolescent peer groups form a sub-culture
with their own norms and values, actively reproducing adult culture in innovative ways
as they address their own peer concerns and build their own culture. In schools, HémarNicolas and Rodhain (2017) found that social integration or exclusion can result from
the use of brands to support social affiliation. Brands provide common codes to fuel
games and peer language. Even when adult attitudes towards brands are less positive,
the sub-culture of children in this French study used brands in their routines and rituals
independently of the possession and use of branded products (Hémar-Nicolas &
Rodhain 2017).
In the school playground, subjective norm and attitudinal beliefs translate into children
judging other children on their clothing. In Elliott and Leonard’s (2004) study, children
admitted that they would not talk to someone wearing trainers (sports shoes) of a
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socially unacceptable brand. Children who did not wear the right brands were excluded
and those who wore the right brands were deemed more popular.
In terms of Ajzen’s (1991) theory of planned behaviour, children in Elliott and
Leonard’s (2004) study were motivated by subjective norm to wear certain brands if
they could, and to judge others by the brands they wore. Peers in particular approved of
the intention to wear branded clothes and demonstrated the same behaviour in terms of
excluding others who did not wear suitable brands. Elliott and Leonard (2004) also
found that there were shared values regarding the symbolism of certain brands; and a
belief that those who wore certain brands were socially better, more successful and
richer. Supporting these findings, Banerjee and Dittmar (2008) found that peer rejection
is related to higher perceived peer based social norms, which in turn is associated with
greater materialism (defined as “acquisition of material goods as a life goal, an indicator
of success, and a main route to happiness” (Banerjee & Dittmar 2008, p. 18)).
The level of social pressure on children to wear branded clothes, reported by many of
the studies reviewed here, suggests that subjective norm is an important determinant of
intention to wear branded clothes. Therefore, it is anticipated that subjective norm will
also be a strong predictor of children’s intention to wear branded clothes. Consequently,
the following hypothesis will be tested:
H2: Subjective norm is a strong predictor of intention to wear branded clothes.
2.4.3

Perceived behavioural control

Perceived behavioural control is defined by Ajzen (2005, p. 118) as a “sense of selfefficacy or ability to perform the behaviour of interest”. Control beliefs that underpin
perceptions of behavioural control relate to the “presence or absence of factors that
facilitate or impede performance of the behaviour” (Ajzen 2005, p. 125). Control beliefs
may be based on past experience with the behaviour or on second-hand information
about the behaviour through the experiences of others. Control beliefs are influenced by
the anticipation of obstacles and perceived difficulty of performing the behaviour, and
factors that might make it easier to perform the behaviour.
In research on children’s control over brand wearing behaviour, two key elements are
identified: (1) whether branded clothes are in the child’s wardrobe; and (2) whether the
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child has control over what they wear. The former depends on which clothes are bought
for the child by the parent or others. The child’s degree of control over clothing
purchases varies depending on interactions between the child and their parents (Tinson
et al. 2008) and may be influenced by family income and parenting style (Elliott &
Leonard 2004). The latter will vary depending on the interaction between the child and
the parent, the setting, the involvement of any other authorities (for example, the school)
and other practical considerations such as whether the desired clothes are available to
wear.
Children may believe they are more involved in decision making than they actually are,
as parents may narrow the choice, for example, parents may take children shopping for
clothes at selected stores that offer only certain brands (or no brands at all). Tinson and
Nancarrow (2007) support this assertion, finding that 10 to 12 year old children were
more influential in buying casual clothes than booking the family holiday, however
overall preadolescents’ perception of a high degree of their own influence was not
recognised by the adults in the household. Children’s belief that they are more involved
in purchase decision making was as a consequence of parental strategies. Whether the
study involves adolescents or preadolescents, it would appear that children perceive a
higher involvement than that reported by the parents (Foxman et al. 1989; Tinson et al.
2008).
According to Edwards (2009), children cannot be considered as autonomous consumers,
at least until late adolescence due to their limited economic power, describing them as
“relatively powerless but often pretty opinionated consumer subjects” (Edwards 2009,
p. 12). Preadolescents display negotiating and shopping skills however they have
limited influence on shopping decisions depending on their age, parental attitudes
towards advertising, family structure, and the type of brand or product under
consideration (Shoham & Dalakas 2005).
Tinson et al. (2008) specifically examined children’s involvement when purchasing
casual clothes in terms of decision-making strategies. Regarding perceived behavioural
control when shopping for casual clothes, children failed to acknowledge that parents
narrowed down the options to the same extent as reported by parents. The exception
was as Tinson et al. (2008) described ‘shopping savvy’ mothers who were aligned with
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their children in terms of how involved and influential the child was during the
shopping experience.
In Elliott and Leonard’s (2004) study, most children who did not wear the peer
preferred brand recognised that their ability to control what they wore was limited due
to the cost of the preferred brand and their family’s limited funds. Elliott and Leonard’s
finding was expanded on by Pilcher (2011) who compared case studies of two children
both aged eight, one of whom was interested in branded clothes and designer labels and
one who was not. Some of the constraints to wearing branded clothes mentioned by the
latter child were the distance to shops (due to residing in a rural location), and her
parents’ inability to afford the clothes, similar to the children in Elliott and Leonard’s
(2004) study. In contrast, the family of the child interested in branded clothes and
designer labels lived in a provincial city and was economically comfortable and
aspirational. This child was the owner of a whole wardrobe of branded, relatively
expensive designer-label clothing. Both children were influenced by peers and parents,
but the child who wore branded clothes was more influenced by advertising and
celebrities. In both cases, the mother had a significant influence on valuing clothing,
branding and fashion, which is perhaps not surprising given that the children in the
study were only eight years old.
In view of the available information, it is hypothesised that perceived behavioural
control will be a weaker determinant of intention to wear branded clothes among
children. It is expected that most children will perceive they have control over what they
wear, whether they do or not. Therefore, the following hypothesis will be tested:
H3: Perceived behavioural control is a weak predictor of intention to wear
branded clothes.
2.5

Behavioural beliefs antecedent to attitude

The present study will identify the behavioural beliefs antecedent to attitude specifically
with regard to preadolescents wearing branded clothes in a peer-based social setting.
Prior studies suggest that the beliefs underpinning more positive attitudes towards
brands are related to high peer status or popularity. Clothing brands are often associated
with the term ‘cool’ in children’s lexicon (Nairn & Spotswood 2015).
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Children recognise the role of marketing in creating cool products. Nairn (2010) found
that children (aged seven to 11 years) classify brands as cool, either because they are
exclusive or they are seen to be the latest must have items among their peer group.
Schor and Ford (2007) noted the use of symbolic appeals to children in advertising,
which give products social value. They cite the example of food advertising where
children are being persuaded to eat particular foods because they are cool rather than for
taste or health-related benefits. In this example, effective marketing by food companies
resulted in branded products taking on social meaning for children.
Beder et al. (2009) discussed the definition of cool as being socially exclusive, usually
because a product was expensive. Beder et al. (2009) suggested that by not wearing cool
clothes, children can be socially excluded at a time when peer acceptance is paramount.
Wearing branded clothes may enable children to belong, as Beder et al. (2009, p. 42)
highlighted: “brands are badges that help people belong, and kids want and need to
belong”.
Brand switching is common in preadolescence as they exercise the option to switch to
brands that reflect their changing stages of development, tastes and preferences in
clothing (Grant & Stephen 2005). Cool is one of the factors children look for in a brand,
in addition to the brand being visible, attractive, modern, fashionable and sophisticated
with a wide choice of clothing options within the brand (Grant & Stephen 2005).
Recognising this need for change, marketers offer promotions that connect with
whatever fad is currently cool with kids. This strategy is reflected in Del Vecchio’s
(1997, p. 28) advice to marketers: “As trends and fads shift, simply jump to the next
while continuing to target the timeless emotional need that the brand fulfils, thus never
losing sight of the role the brand plays in a child’s life”.
There is some protection for children from marketing in that promotions aimed at
creating perceptions of a product being cool to match the needs of children wanting to
fit in and be cool may not be successful (Grant & Stephen 2005). Part of the definition
of cool is that knowledge of what is cool serves to “separate a discerning elite from the
uninformed masses” (Nairn et al. 2008, p. 634). Without such knowledge, marketers
may incorrectly interpret what is cool for the preadolescent consumer. Preadolescents
define cool in specific cultural contexts, and what is considered cool and not cool will

39

change dependent upon the social group (Nairn & Spotswood 2015). Marketers who
shift their focus from tapping into children’s peer status, or lack thereof, to marketing to
children’s individual style may be more successful as well as socially responsible.
Product categories such as clothing and apparel are particularly notable when it comes
to the social meaning and prestige associated with certain types of products and brand
names. Pilcher (2011) found that children use clothes to fit in with their social context,
thereby avoiding social stigma, shame and social exclusion by their peer audience.
Clothes are a means of fitting in and a way identifying membership in a particular
subgroup. Although various studies have investigated different types or forms of
apparel, the present study will focus on clothing that children wear on a casual clothes
day, also known as a mufti-day at school.
Prior studies suggest that the beliefs underpinning a more positive attitude towards
brands are related to high peer status through enhanced peer-value or popularity.
However, there is also an element of children trying to avoid social exclusion by
endeavouring to fit-in by wearing branded clothes. The present study will explore which
of the behavioural beliefs are the strongest predictors of intention to wear branded
clothes. The hypotheses specify whether a particular belief is a relatively strong or weak
predictor of behavioural intention in relation to the other variables in the theoretical
model. Based on the probable link between peer status and wearing branded clothes for
enhancing peer-value and/or popularity, and the relatively weak link to fitting-in, the
following hypotheses will be tested:
H4: Peer-value is a relatively strong belief-based predictor of intention to wear
branded clothes.
H5: Popularity is a relatively strong belief-based predictor of intention to wear
branded clothes.
H6: Fitting-in is a relatively weak belief-based predictor of intention to wear
branded clothes.

40

2.6

Manifest and latent functions of behaviour

The complexities of children’s relationships with brands need to be further explored
with other theoretical approaches in order to gain a better understanding of children’s
motivation to wear branded clothes. In particular, Merton’s (1996) functional analysis
of behaviour is used to explain why popularity should be measured as a latent function
of the behaviour. Popularity was chosen given the association between popularity and a
higher level of social acceptance or peer status (Parkhurst & Hopmeyer 1998). Although
popularity was not elicited by formative research (which identified the accessible
behavioural beliefs antecedent to more positive attitudes), its inclusion in the present
study was supported by prior research suggesting that it was a behavioural belief
influencing attitudes towards wearing branded clothes (De Bruyn, Eddy H. & Van Den
Boom, Dymphna C. 2005). Moreover, the finding by sociologists that peer-valued
characteristics are important to popularity (Mayeux et al. 2011; Vaillancourt & Hymel
2006), suggested that the construct may be at a different conceptual level of behavioural
belief. This suggestion supports popularity as a belief in a latent function of the
behaviour of wearing branded clothes.
According to Merton (1996), social behaviour has both conscious and unconscious
motivations and objective consequences. In the context of Thorstein Veblen’s concept
of conspicuous consumption, Merton (1968) describes how people are motivated to buy
expensive goods not because they are of higher quality but because they are expensive.
The obvious function of the behaviour (or manifest purpose) of buying goods in order to
satisfy needs is met by buying expensive goods because they are of higher quality;
whereas the non-obvious (or latent function) of the behaviour is the heightening or
reaffirming of social status based on monetary wealth due to the expensive nature of the
goods.
Social function refers to “observable objective consequences, and not to subjective
dispositions (aims, motives, purposes)” (Merton 1968, p. 78). This assertion is an
important distinction when analysing functions of behaviour. For example,
preadolescents may be motivated to engage in wearing branded clothes as an intended
function with the object of looking cool to peers or as an unintended function of
enhancing popularity. Merton (1996) also highlights that all behaviour involves a choice
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of performing a given action or not; or a choice between several different alternatives.
Therefore Merton’s (1996, p. 174) criteria of “action which involves motives and
consequently a choice between various alternatives” is consistent with the definition of
behaviour for the theory of planned behaviour.
Manifest functions therefore, are “those objective consequences for a specified unit
(person, subgroup, social or cultural system) which contribute to its adjustment or
adaptation and were so intended” (Merton 1996, p. 89). Latent functions refer to the
“unintended and unrecognised consequences of the same order” (Merton 1996, p. 89). A
function of a behaviour may be latent for many reasons, including that the knowledge of
its function is yet to be obtained. This does not necessarily mean that preadolescents are
not aware of the connection between being popular and wearing branded clothes, rather
that repeated act of wearing branded clothes may or may not have the unanticipated
consequence of increasing their popularity. As discussed in Cillessen et al. (2011), peer
status of any individual can be both temporary and fluctuating depending on the social
interactions with peers.
Merton (1996) also discusses error as a factor of latent function of behaviour because an
individual may err in their assumption that actions that have led to the desired outcome
in the past will continue to do so in the future. Preadolescents are aware of this situation
with regard to peer status, with children reporting the changeable structure of peer
hierarchy (Adler & Adler 1995). There are many ways a situation can be judged
erroneously such as in the appraisal of the present situation, inference from the past to
the present situation, or even in the selection and/or execution of a course of action. Or
the actor in the situation may not attend to the pertinent aspects of the situation which in
turn influences its outcome. As in the case of a child wanting to join a popular group,
their emotional involvement may lead to distortion of the objective situation and result
in unexpected consequences (Merton 1996).
Hitherto, Merton’s (1968) theory has not been studied in relation to Ajzen’s (1991)
theory of planned behaviour. A review of theory of planned behaviour studies reveals
that the theory only allows for accessible beliefs to be considered. Accessible beliefs are
beliefs about the manifest functions of behaviour. It may be that latent beliefs are better
predictors of attitude, which in turn better predict behavioural intention. By including
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not only accessible behavioural beliefs (manifest consequences), but also inaccessible
beliefs (latent consequences), the present study has in Merton’s words “precluded the
substitution of naïve moral judgements for sociological analysis” (Merton 1996, p. 94).
The theory of planned behaviour will be complemented by Merton’s (1968) functional
theory of behaviour focusing on the distinction between manifest and latent functions,
and in so doing will test the following hypothesis:
H7: The addition of a latent function belief-based measure (popularity) improves
the predictive validity of the theory of planned behaviour model.
2.7

Characteristics of children with more positive attitudes towards brands

In the review of relevant literature, the importance of brands in the lives of children has
been a recurrent theme both at the level of social interaction and self-concept. Studies
which connect brands with aspects of the self in children (such as Belk 1988; Chaplin &
John 2005; Nairn 2010) highlight the need to identify individual, social and
informational factors that may influence attitudes towards brands. This approach aligns
with Ajzen’s (1985, 2017) recognition of the influence of individual, social and
informational background factors on the behavioural beliefs underlying determinants of
behavioural intention, including attitude (refer to Figure 2-4). From a study of these
background factors, the characteristics of children with more positive attitudes towards
wearing branded clothes will be examined.
2.7.1

Individual factors

2.7.1.1 Perceived social acceptance
According to Harter (1985), social acceptance is one of the five specific domains
underlying self-worth in preadolescents (the others being scholastic competence,
athletic competence, physical appearance and behavioural conduct). Perceived social
acceptance is defined as children’s evaluative judgments of their peer status or
popularity as measured by the self-perception profile for children (Harter 1985). The
present literature review has identified that, the opinions of peers plays an increasingly
important role in feelings of self-worth in preadolescents (Harter 2012) as children at
this stage of development become more concerned about their peer status (LaFontana &
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Cillessen 2010). The question of interest is whether children who have more positive
attitudes towards wearing branded clothes are characterised by the internal characteristic
of perceived social acceptance (or only the external factor of peer influence). Based on
prior research into children’s relationships with brands (Nairn & Spotswood 2015), the
sociological premise that popularity and brands are connected (Mayeux et al. 2011), and
because children wear branded clothes to enhance their social inclusion (Elliott &
Leonard 2004) and/or their cool and trendy image (Pilcher 2011), the following
hypothesis will be tested:
H8: Children with more positive attitudes towards wearing branded clothes are
characterised by higher perceived social acceptance.
2.7.1.2 Self-esteem
Rodhain found that children’s self-esteem is affected by the dynamics between
socialisation agents (peers, siblings, parents and teachers) and child-brand relationships.
Preadolescents with peers who wear branded clothes, and whose parents supported their
children wearing branded clothes, had higher self-esteem, based on this external source
of self-worth. It can be assumed that on the basis of Harter’s (1985) domains from
which children derive self-worth, children with higher perceived social acceptance who
wear branded clothes are likely to have higher self-esteem, resulting from the positive
impact of brands on their feelings of global self-worth. As explained by Harter (2012, p.
79): “perceived adequacy in domains of importance is highly predictive of self-esteem
[…] The majority of young adolescents admit that they base their self-esteem on their
perceived appearance.” Building on Harter’s (2012) research on self-esteem, and a
concern for children whose self-esteem is possibly built on the basis of wearing branded
clothes to enhance social acceptance, the association between brands and perceived
appearance will be explored by testing the following hypothesis:
H9: Children with more positive attitudes towards wearing branded clothes are
characterised by higher self-esteem.
2.7.2

Social factors

The review of prior literature identified that consumer socialisation includes the
influence of socialisation agents primarily family, peers, media and institutions (for
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example, schools) but also, sociodemographic factors such as socioeconomic level, age
and sex. These agents may influence all areas of consumer learning, including brand
relationships. An example is provided by Pilcher (2011) who reported that children’s
(five to 12 years) knowledge and critical appraisals of brands and retail outlets are
influenced by their direct experiences of shopping for clothes with their parents, of their
interaction with their peers and of their experience in finding clothes that fitted them
both physically and symbolically.
2.7.2.1 Parental influence
Theoretically, socialisation is based on parental influence through modelling the
behaviour and providing experiences for children to behave in a similar way (Bandura
1977b). Despite studies such as Grant and Stephen (2005) concluding that
preadolescents are increasingly influencing the spending of their parents, the fashion
industry in the United Kingdom believes that the changing buying patterns of parents
rather than a growing fashion consciousness or demand from children is driving an
observed “mini me” culture (Edwards 2009, p. 8). In the designer brand driven top-end
of the children’s wear market, two market segments were identified: (1) fashionconscious metropolitan parents dressing their children in the same or similar clothing;
and (2) a “more regionally based ‘footballer wives’ fraternity that was strongly label
conscious and willing to spend very large amounts of money on particular brands”
(Edwards 2009, p. 8). This trend in the changing buying patterns of parents towards
children’s fashion was demographically quite limited, therefore may not be
generalisable to all sociodemographic segments.
Prior research has found that a fundamental influence on purchase decisions of
preadolescents are parents (usually mothers) who are involved in choosing clothes for
school and for special occasions (Grant & Stephen 2005; Mascarenhas & Higby 1993).
Findings regarding the purchase of casual or fashion wear are conflicting however,
studies differ with Grant and Stephen (2005) finding that peers were the primary
influence on purchase decisions, while Mascarenhas and Higby (1993) found the
opposite. This is perhaps not surprising, for as children transition to adolescence, the
opinion of peers begins to play a more important role (Harter 2012). The older
preadolescent child (10-12 years) is becoming more influenced by peers, however given
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the preceding 10 years of parental influence, the effect of parental/consumer
socialisation is still strong in children of this age cohort. These children are in the
analytical stage (7 to 11 years) with only an “emerging understanding of value based on
social meaning and significance” (John 1999, p. 204). In the next stage (reflective 11-16
years) the influence of peers relative to parents grows stronger, as children have a more
sophisticated understanding of consumption symbolism and value based on social
meaning (John 1999). Given the evidence is still in favour of a strong degree of parental
influence at the preadolescent stage, in the context of branded clothing, the following
hypothesis will be tested:
H10: Children with more positive attitudes towards wearing branded clothes are
characterised by greater parental influence.
2.7.2.2 Peer influence
Prior studies have shown that as children move towards adolescence, the influence of
parents on consumer attitudes decreases and the influence of peers becomes more
important (Dotson & Hyatt 2005; Mascarenhas & Higby 1993). In support of the
growing influence of peers, other studies have found that even with younger children
(five to 12 years) peers are playing a role in children’s attitudes towards brands (Pilcher
2011; Rodhain). Rodhain highlighted the negative impact on preadolescents whose
parents and peers are not aligned in their attitude towards wearing branded clothes, with
peers pressuring children to wear branded apparel to be socially accepted. There appears
to be a strong influence of peers on children of all ages, particularly in relation to
clothing in a peer based social setting such as a school (Grant & Stephen 2005, 2006;
Rodhain). Table 2-3 summarises previous studies comparing the influence of parents,
peers and other influences (for example: media, product category, television exposure)
on consumer socialisation.

46

Table 2-3: Prior research on influences on children’s consumer socialisation
Authors

Parent
influence2

Peer
influence

Other
influence

Rodhain



✓

✓

Pilcher (2011)

✓

✓

✓

Chaplin and John
(2010)
Te'eni-Harari and
Hornik (2010)
Banerjee and
Dittmar (2008)
Grant and Stephen
(2006)
Grant & Stephen
(2005)
Dotson and Hyatt
(2005)
Lachance et al.
(2003)
Craig and Alan
(2000)

✓

✓





✓

✓



✓



✓

✓

✓

✓

✓

✓

✓

✓

✓



✓



✓



✓

Wilson (1998)

✓

✓

✓

Mascarenhas and
Higby (1993)

✓



✓

Sample
age and
size
10-11yrs
n=112
5-12yrs
n=14
12-18yrs
n=100
8-11yrs
n=84
8-11yrs
n=171
12-14yrs
n=24
12-13yrs
n=6
8-16yrs
n=663
12-17yrs
n=1034
13-18yrs
n=218
12-18yrs
n=100
“teenagers”
n=234

Study focus
Child-brand
Fashion & logos
Materialism
Product involvement
Materialism
Fashion clothing
brands (girls)
Fashion clothing
brands
Clothing purchase television
Brand sensitivity in
apparel
Purchase intention and
behaviour & celebrities
Clothing choice
Teen apparel shopping
& media messages

Specifically, regarding brand attitudes, consumer socialisation agents affecting the
development of brand attitudes and behaviour among children aged seven to 12
included older siblings, parents and close friends but not classmates (Pagla & Brennan
2014). Given the age of the children in the present study (10 to 12 years), it is
anticipated that peers will have a major influence on brand attitudes. The growing
importance of peer influence in preadolescence (Harter 2012), perhaps makes it not
surprising that the development of attitudes in children this age becomes more peer
related (Pagla & Brennan 2014; Roper & Shah 2007). The present study hypothesises
that behavioural beliefs towards wearing branded clothes are socially driven, with the

2

Types of influence are indicated by a tick (✓) if the author included this type of influence (parents, peers or other) in the study,

and a cross () if this type of influence was not included in the study.
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primary themes of loneliness and acceptance as preadolescents negotiate their place in
the peer group.
H11: Children with more positive attitudes towards wearing branded clothes are
characterised by higher perceived peer influence.
2.7.2.3 Sociodemographic characteristics
In a study of industry perspectives on children’s clothing in the United Kingdom,
significant variation was identified in how retailers segment the market. Gender rather
than age was a significant variable, with “a distinct sense of fuzziness around the
beginnings of so-called ‘tweenage’ at seven or eight. There was some consensus,
however, that girls became more fashion conscious earlier than boys” (Edwards 2009, p.
7). This view is supported by Grant and Stephen (2005) who also found that girls (10 to
14 years) were more aware of fashion trends, had money to spend and were more
influenced in their purchase decisions by pop celebrities and sports personalities. Nairn
et al. (2008) also found that brands were gender based, however their study focused on
music, toys, games and television shows rather than clothing or footwear.
In a review of socioeconomic factors associated with product purchase, Hayta (2008)
found a difference between low-income and high-income families in terms of the
criteria used to evaluate a product: affordability and endurance versus quality and brand
reputation, respectively. High-income families tended to spend on luxury goods and be
more strongly influenced by mass media (television and newspapers), whereas lowincome families were influenced to a greater extent by friends.
Hamilton (2012) reported low-income parents feeling social pressure to wear the right
brands despite the negative impact on their family budget and other low-income parents
who see the behaviour as irrational. Hamilton (2012) notes that these divergent attitudes
are representative of the diversity of attitudes within this socio-economic group. In the
present study, it is hypothesised that, irrespective of socioeconomic status, children who
value peer status will be more influenced by social expectations. One way of enhancing
social status could be by wearing branded clothes but it may also depend on the child’s
attitude towards wearing branded clothes. As other factors are expected to be more
influential on children’s attitudes, it is not expected for sociodemographic
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characteristics to clearly differentiate between children who have more or less positive
attitudes towards wearing branded clothes. The following hypothesis will be tested:
H12: Children with more positive attitudes towards wearing branded clothes are
not significantly different from other children in terms of socioeconomic status,
sex and age.
2.7.3

Informational factors

2.7.3.1 Media
Clothing industry representatives consider that mass media has a major influence on
children’s clothes, taste and desire for fashion, with popular music programs having
greater influence over girls, and football celebrities having greater influence over boys
(Edwards 2009). However Edwards (2009) reported that it was not the media directly
influencing children, rather parents were the ones creating a “mini-me” culture by
conforming to fashion from advertising, branding and consumption (Edwards 2009, p.
8). Edwards’ (2009) finding that parents (rather than the media) are the primary
influence on children is supported by Grant and Stephen (2005) who found that media
influence was limited to popstars’ clothing in cool magazines; fashion articles; and
fashion advertisements in teenage magazines.
Advocates of protection of children from marketing and the media may underestimate
the power of parental influence. As stated by Mackay (2002, p. 23), “the essential truth
about the process of mass communication is that its main effect is to reinforce the status
quo. It tends to satisfy pre-existing needs […] for more specific reflection of existing
attitudes, values, aspirations or beliefs”. Even in the case of children, with their limited
life experience, media will only be able to influence them to the extent that their parents
have not provided consumer socialisation (Mackay 2002). This may be true in relation
to brand relationships as parents may be just as influential in developing such
relationships.
Frequency of exposure to media, as well as the persuasive power of promotions (content
and creative strategies), is believed by the World Health Organisation (2010) to create
potential for building brand equity (positive perceptions and strong attachments). In
contrast, Kelly et al. (2016) report that perceptions of food brands (aside from Coca
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Cola™), users of food brands and food brand personalities were not associated with the
amount of television viewing or Facebook™ use.
Media may be as influential in creating and maintaining subjective norm as it is in
influencing attitudes to products. Kelly et al. (2016) surmised that brand marketing may
contribute to normative beliefs through both exposure and messages portrayed in
promotions based on children’s ratings of brand personalities. They cited the example of
Coca-Cola™ which was heavily promoted and perceived by children as a popular
personality. In contrast, the less popular but “smart and sporty” Mount Franklin™ water
(Kelly et al. 2016, p. 2946) emphasised the normative belief that healthier food is less
desirable. Valkenburg and Cantor (2001) suggested that due to peer sensitivity and the
increased critical viewing of media, peer norms and values function as a filter for other
consumer socialisation forces such as advertising. Based on the available evidence, it is
hypothesised that:
H13: Children with more positive attitudes towards wearing branded clothes are
not significantly different from other children in terms of their level of media
exposure.
2.8

Theoretical model and hypotheses

To understand the relationship between preadolescents and their intention to wear
branded clothes, the theoretical model of the theory of planned behaviour (Ajzen 1991;
Ajzen 2005) has been adapted to reflect the key themes relevant to the present study.
Figure 2-5 summarises the hypotheses to be tested in the present study and how each
hypothesis relates to the constructs of the theory of planned behaviour model (and
Merton’s (1968) additional construct), including background factors (Ajzen 1985,
2017).
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Figure 2-5: Summary of theoretical model and hypotheses
Hypotheses 1 to 3 (H1-3) explore the relationship between the determinants of intention
to wear branded clothes to establish whether attitude, subjective norm or perceived
behavioural control is the strongest predictor of behavioural intention. Hypotheses 4 to
6 (H4-6) explore the behavioural beliefs antecedent to attitude to assess whether peervalue and popularity are the strongest predictors of behavioural intention versus fittingin, a weaker predictor. Hypothesis 7 (H7) tests whether the additional construct of latent
function (specifically latent popularity in the present study) improves the predictive
validity of the model. Hypotheses 8 to 13 (H8-13) identify characteristics of
preadolescents with more positive attitudes towards wearing branded clothes. Each of
these hypotheses address one of the background factors (individual, social and
informational factors) predicted to influence children in their attitude towards wearing
branded clothes.
2.9

Chapter summary

Chapter 2 discussed consumer socialisation, with particular reference to the social
development of children, focusing on children’s relationship with brands. This brand
relationship was placed within the framework of Aaker (1992) and Keller’s (1993)
(customer-based) brand equity models to highlight the importance of socially
responsible marketing when considering the self-brand connection in children. As
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children mature, the need for intimacy with peers emerges and social competencies are
further developed. At the preadolescent stage, children become increasingly focused on
their positions within peer groups (LaFontana & Cillessen 2010). Clothing can now be
worn for a social purpose, with some preadolescents using brands to convey themselves
as cool and fashionable, purchasing and displaying their branded clothes to enhance
peer status (Pilcher 2011; Roper & Shah 2007). Popularity or high peer status has been
associated with peer-valued characteristics and branded clothing. Peer status, both low
(social exclusion) and high (social inclusion), a consequence of the level of social
acceptance in the peer group, is in turn associated with positive or negative development
outcomes for children. The theory of planned behaviour (Ajzen 1991), the theoretical
framework of the present study, was explained and elaborated upon within the context
of the present study. It was proposed that this framework be augmented by the
consideration of latent and manifest functions of behaviour (Merton 1968). Hypotheses
to be tested in the present study were stated in relation to the principle constructs and
background factors of the theory of planned behaviour. The constructs and hypotheses
are summarised in Figure 2-5.
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Chapter 3 Method
3.1

Overview

Chapter 3 provides an explanation of the methodology used to address the research
questions. It begins with an explanation and justification of the research paradigm. It
then explains the research design including sampling, research instruments, construct
definitions, and measures. Considerations relevant to conducting research with children
are also discussed throughout the chapter.
3.2

Research paradigm

In academic research, it is important for the researcher to be clear about the ontological
and epistemological assumptions underlying the study (Neuman 2011). These
assumptions guide the research design and data collection methodology. Being explicit
about these assumptions improves the quality of the research because it enables the
researcher to think clearly and realise the inherent limitations in their subjective-cultural
interpretations of reality (Neuman 2011).
The dominant methodology for the present study was positivist social science. Given
the purpose of the present study (refer to Section 1.3), the research approach required an
emphasis on the discovery of causal laws with careful empirical observation and precise
quantitative data (Neuman 2011). Study participants were assumed to be rational
individuals shaped by external forces (Neuman 2011) such as parental influence, peer
influence, media and marketing exposure. The theoretical framework which guided the
present study, the theory of planned behaviour (Ajzen 1991), focuses on the
relationships between specified constructs in the context of a specified behaviour. As
the main participants in the study were children, however, elements of interpretive
social science were included where they enabled tailoring of data collection to the
cognitive and social needs of the children (for example, meeting in the participants’
natural settings of school, sports clubs and activity centres), a hallmark of interpretive
social science approach (Davis 2010).
The present study went beyond Ajzen’s (1991) theory of behaviour by also
incorporating Merton’s (1996) functional analysis of behaviour to explore the meaning
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children assign to brand wearing behaviour at an implicit level. This aspect of the study
therefore required a projective technique, borrowing from the interpretive social science
paradigm. Projective techniques have “the ability to tap into the unconscious mental
processing of individuals and can be used to get through the defensive barriers that
respondents erect” (Bond et al. 2011, p. 4). When adopting the interpretive social
science paradigm, the researcher looks for rules people use to make sense of social
situations (Cameron & Price 2009) in an attempt to understand and describe meaningful
social interactions (Neuman 2011). The present study did not fully adopt the interpretive
social science paradigm as it did not precisely align with the purpose of the research.
As noted by Neuman (2011), in practice social researchers may mix elements from each
of the scientific approaches to study social reality. Therefore, although positivist social
science was the dominant paradigm guiding the design of the present study with data
collected using surveys and methodological choices consistent with the chosen purpose
(Neuman 2011), the above-mentioned projective technique was also included in order to
answer the research questions.
3.3

Research design

A mixed method design, using primarily (but not exclusively) quantitative tools, was
used to examine the relationship between children’s behavioural, normative and control
beliefs and their intention to wear branded clothes in a peer based social setting; and the
external factors that influenced the development of such beliefs. Specifically, the
present study involved descriptive research which is typically guided by an initial
hypothesis in order to examine the relationship between variables (Churchill Jr 1987).
Descriptive research “presents a picture of the specific details of a situation, social
setting or relationship” (Neuman 2011, p. 38). There can be a number of outcomes
including: providing a detailed, highly accurate picture; creating a set of categories or
classification types; or reporting on the background or context of a situation (Neuman
2011). In the present study, descriptive research was used to document the causal
process that determines intention to wear branded clothes.
When designing a study that includes data collection with children (persons under 18
years of age) additional factors need to be considered. As children are a vulnerable
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group, ethical issues are often associated with participant recruitment, such as gaining
permission from relevant gatekeepers to access the children (Davis 2010); and gaining
informed assent of minors (Tinson 2009). In addition, the topic of the study and its
perceived suitability for research with children needs to be carefully considered (Nairn
2006). Any study with children should take place in the context of an appropriately
supervised environment such as a family home, school or training venue, where adults
other than the researcher are present. The research design also needs to reflect special
consideration of the attention span and developmental stage of socialisation of young
children (John 1999). Finally, children are often not predictable in their responses and
contingency measures are required when challenges arise such as children not
responding or responding too much (Tinson 2009). The above-mentioned issues are
considered, as the research design is explained.
3.4

Participants

The hypotheses tested in the present study involved preadolescent children due to the
purpose of the study being to explore brand relationships in this age group given their
cognitive and social vulnerability. The focus of the study was ‘tweenagers’, a term used
by marketers (Beder et al. 2009) and defined by Olivia (Olivia 2003) as a “person who
has entered the ‘in-between’ years before adolescence, usually in relation to
consumption and marketing; children between the ages of 10 and 12. These children
display common traits, interests, and developing psychologies separate from those in
younger, and older age brackets”.
Convenience sampling was utilised because of the difficulties of recruiting children for
a marketing study and given the multiple levels of gatekeepers controlling access to
children. Participants were drawn from a sample population of children’s organisations
that agreed to assist with recruitment. The organisations included those that (1) the
researcher had an existing association with or (2) were invited to participate as they
were known to involve children of the relevant age group (such as sporting groups and
schools). The sample included children from both metropolitan and regional areas in
New South Wales (NSW), Australia. The parents of participants were also included in
the study in order to test hypotheses relating to background factors that may influence

55

children’s beliefs about wearing branded clothes. One parent of each child was invited
to complete a parent questionnaire.
3.5

Recruitment

Numerous organisations were approached to recruit participants, including the NSW
Department of Education, the Catholic Education Office Diocese of Wollongong,
Sydney Anglican Schools Corporation, Out of School Hours (OOSH) centres, ballet
schools, local cricket clubs, taekwondo organisations, Girl Guides and Scouts and Little
Athletics. These organisations were located in a range of geographic areas in NSW
including the Southern Highlands, the Illawarra, Southern Tablelands, South-Western
Sydney, and Southern Sydney.
Organisations were selected based on a number of factors, including: whether they were
already known to the researcher; the willingness of the organisation to consider the
application to conduct research; the likelihood of the organisation having a group of
children in the required age group; and it being within a reasonable geographic distance
for the researcher to travel.
Recruitment did not commence until all required approvals were obtained as per the
approved ethics protocol. The method of recruitment depended upon the preference of
the organisation’s local representative, for example the Principal of a school or the
Director of a Centre. These preferences included for example, the school sending an
email or letter to parents and conducting an information session with children who then
took home the participant information sheet and consent forms for their parents to read
and sign. Some local representatives addressed the children in the researcher’s presence
to encourage participation; or in some cases the Centre Director asked parents for their
consent before the researcher came to the centre to collect data. In other cases, the
researcher greeted parents when they came to the centre and asked for their support
face-to-face, and then returned to carry out the data collection at a later date.
Figure 3-1 shows the different types of organisations that agreed to assist with
participant recruitment. Twenty organisations were invited to participate, most at State
level. Eleven organisations agreed to the researcher contacting local representatives of
their organisation. Forty-five local representatives were approached with 17 granting
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permission to recruit participants and 28 declining or not responding. As can be seen
from Table 3-1, the most successful recruitment was through schools and out-of-schoolhours centres (after-school care providers). This recruitment reflected the supportive
attitude of local representatives who welcomed the opportunity for the children to be
involved in research.
Table 3-1: Pattern of recruitment across organisation types
Types of
organisations
Schools
Out-of-schoolhours centres
Sporting Clubs
Community
groups
Other
Total

3.5.1

Number of local
groups
approached
30

67%

Number of
local groups
that agreed
8

46%

Number of
child consent
forms returned
66

6

13%

4

24%

27

25%

4

9%

2

12%

3

3%

2

4%

1

6%

3

3%

3
45

7%
100%

2
17

12%
100%

7
1063

7%
100%

Row
%

Row
%

Row
%
62%

Ethical issues

Relevant ethical issues related to recruitment of children for the present study included
gaining support from gatekeepers; overcoming scepticism of gatekeepers regarding
marketing-related studies; and gaining informed assent from minors and formal consent
from parents. In addition to the requirements of the Human Research Ethics Committee
approval, the researcher’s perspective on the place of the child in the research influences
the research design, method and ethical issues associated with the study (Davis 2010;
Tinson 2009). In the past, children were seen as research subjects, with gatekeepers
supporting this view with their need to protect children and speak for them (Davis
2010). Today, this approach has largely changed with some researchers even including
children in the research design to give them a voice in how they are studied. For the
present study, children are considered to be participants in the research with a voice that

3

Although 106 children consented to participate, only 100 were included in the data collection as one child left early before data

collection was conducted and the parent did not provide a follow-up email contact; and five children were unable to be interviewed
in the time provided by the local representative.
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needs to be heard to understand their behaviour. Parent’s perspectives enhanced the
insights provided by children in the study.
3.5.2

Access to children

The order of permissions needed to access the children is illustrated in Figure 3-1. After
approval was obtained from the University of Wollongong Social Science Human
Research Ethics Committee (ethics approval number: 2013/407), many organisations
needed to be approached at the State level before local organisations could be
approached. A local representative would then decide if the researcher could approach
parents regarding their child’s, and their own, participation. This multi-level gatekeeping is common when conducting research with children (Davis 2010; Tinson 2009),
however it adds layers of complexity to the research task.

Figure 3-1: Example of order of permissions needed for recruitment
3.5.3

Overcoming scepticism of marketing studies

Community perceptions of marketing studies can be relatively negative, with
gatekeepers assuming the researcher’s intent is to exploit children or behave unethically
(Nairn 2006). This can create a barrier to recruiting children to participate with the
researcher needing to respect gatekeepers who have duty of care towards the children
(Tinson 2009). During recruitment for the present study, two of the larger organisations
who were approached to assist with recruitment presented such a barrier. Both
organisations perceived that the purpose of the study was to identify vulnerable children
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and target them for marketing of branded clothes. Only one of the organisations was
willing to discuss the socially responsible intentions of the researcher, and subsequently
granted approval to approach local organisations. This experience highlights the need to
clearly communicate the purpose of research including the wording of the title of the
study. As highlighted by Nairn (2006) when conducting research with primary schoolaged children, protection needs to be balanced with the enrichment of knowledge
obtained by researching children’s thoughts and ideas directly.
3.5.4

Children’s assent

Given the age of the children (10 to 12 years) and their ability to contribute to research,
in addition to parental consent, the children were asked for their assent to participate.
This approach is consistent with the United Nations (UN) charter on the rights of the
child Article 12, “Children have the right to say what they think should happen when
adults are making decisions that affect them and to have their opinions taken into
account” (UNICEF 1996). This UN charter is commonly used for research involving
children (Tinson 2009) and was considered an appropriate approach given that for the
present study children were viewed as participants rather than subjects of the research
(Davis 2010). In addition, the University of Wollongong Human Research Ethics
Committee recommended such an approach for children old enough to understand what
they were signing (refer to Appendix 1 for participant information sheet and parent
consent and child assent forms).
During the first three months of the study, it became apparent that the participant
information sheets and consent forms were acting as a barrier to participation and did
not enable parents to make an informed but quick decision about participation. In
addition, it became evident that the participant information sheets were not particularly
child-friendly due to their length and formal style which may have impacted the
engagement of children in the assent process. Therefore, the participant information
sheets and consent forms were revised to be easier to read and understand. The new
forms were approved by the Human Research Ethics Committee prior to use in the
second half of the study (refer to Appendix 1 for the revised versions of the parent and
child consent forms and participant information sheet).
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3.6

Data collection

Fieldwork was conducted during October 2014 and June 2015 at various venues that
enabled the study to be conducted within the cost and time constraints of the project.
Data was collected from both children and their parents. An iPad™ with Wi-Fi
capability and Qualtrics™ survey software was provided for children to use. This
method was easily portable to the various fieldwork locations and enabled data to be
automatically saved. Parents also recorded responses using Qualtrics™ survey software
via an online device at a place of their choosing. Again, this enabled data to be
automatically saved to the Qualtrics™ site for access by the researcher.
3.6.1

Government regulations

Given the age of the children (10 to 12 years), and the one-on-one interaction between
the researcher and the children, the NSW Government Office of the Children’s
Guardian, required the researcher to have a “New Working with Children Check”. A
Working with Children Check (WWCC) is “a requirement for people who work or
volunteer in child-related work. It involves a national criminal history check and a
review of findings of workplace misconduct” (NSW Government 2017). The attainment
of this check was communicated to participants in the participant information sheet
(Appendix 1).
3.6.2

Physical setting

Ideally when working within a positivist paradigm, the environment in which data is
collected is standardised to minimise the impact of any uncontrolled variables (Cameron
& Price 2009). However, the provision of a quiet but publicly visible space in which the
researcher and child could work without distraction and interruption was not always
possible. This situation did not affect the data collection method as it usually meant
simply arranging the data collection materials to minimise distraction; or drawing the
child’s attention back to the task if distracted.
Data was collected in a range of places but always occurred within the bounds of child
protection regulations. Locations included staff rooms, school libraries, in a hall, outside
on the grass with other children playing nearby, or in a kitchen off a main community
hall. These public areas varied in terms of noise and interruptions however these did not
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adversely impact data quality as children are used to working in similar environments,
such as standard contemporary classrooms in Australia.
3.6.3

Research instruments

When collecting data from children they need to be engaged and fully understand what
they are being asked to do in order to maximise response validity. As discussed by
Tinson (2009), even though older children have longer attention spans than younger
children, it is still important to engage all children in different ways. Children have a
variety of interests and learning styles (Jang et al. 2010), hence a variety of approaches
were used to increase the chances that all children remained engaged and enjoyed
participating in the research. These approaches included a picture sorting task; and a
questionnaire with slider and radio buttons, and open-ended questions.
Before the main data collection commenced, children answered a number of practice
questions using the iPad™ to ensure they understood how to answer the questions. Each
child worked individually with the researcher. Using an iPad™ greatly enhanced
children’s engagement which was important given the data collection procedure took
around 20-30 minutes. Children were assisted by the researcher during the data
collection activities in order to account for age variation, intellectual abilities and
concentration levels. In addition, the researcher was not familiar with individual reading
levels of each child and therefore read the questions and assessed the children’s
responses in order to ensure each child fully understood the questions and activities.
Data collection with the children involved a questionnaire; an assisted self-completion
social acceptance profile; and a projective technique (picture sorting task). Parents also
completed a self-completion questionnaire, using an online link to a survey that was
emailed to them, and their responses were then saved directly to a central data file. An
online questionnaire was considered suitable to increase convenience for parents and
therefore maximise response rates; to eliminate the possibility of errors in data entry and
avoid missing data by requiring questions to be answered before progressing to the next
question (Schmidt 1997). The online method of participation was convenient for parents
as they could choose when and where they completed the survey.
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3.7

Measures

In this section four data collection tools are described, three utilised with the children:
(1) theory of planned behaviour questionnaire (2) picture sorting task (3) selected items
from Harter’s (1985) self-perception profile for children; and the fourth utilised with the
parents: (4) parent online questionnaire. For each data collection tool, the development
of the measure is explained followed by construct definition and measures.
Of key interest in the present study were the constructs included in the theory of
planned behaviour: behavioural intention, attitude, subjective norm and perceived
behavioural control; as well as the antecedent beliefs underlying these constructs. In
addition to standard self-report measures, one of the behavioural beliefs, related to
popularity, was measured using a projective technique. This belief, that wearing
branded clothes would enhance popularity, was measured via a custom-designed picture
sorting task. It was hypothesised that popularity was a latent function of the behaviour
of wearing branded clothes. Its inclusion in the present study was supported by previous
research suggesting that it was a behavioural belief influencing attitudes towards
wearing branded clothes (De Bruyn, Eddy H. & Van Den Boom, Dymphna C. 2005).
The present study also included constructs measuring the influence of parents, peers and
the media, in addition to sociodemographic variables that were hypothesised to
influence behavioural beliefs.

3.7.1

Theory of planned behaviour

3.7.1.1 Measures development
The behaviour of interest in the present study is the “intention to wear visibly branded
clothes”. “Visibly branded clothes” refers to clothes where the brand name or logo can
be seen easily by others and does not just appear on the inside label. During data
collection this term was defined for participants as “clothes where the logo or brand
name is visible on the outside.” Any brands may be included within this definition as
long as it is obvious that the clothing is branded, either with words or symbols or both.
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As per Ajzen’s (2002) instructions for constructing theory of planned behaviour
questionnaire items, item development included defining the behaviour specifically in
terms of target, action, context, and time (TACT): “intention to wear branded clothes at
the next school mufti-day” (Ajzen 2002). In addition, the research population was
defined as children aged 10 to 12 years from a variety of geographical and socioeconomic areas in metropolitan and regional NSW.
Formative research with eight children (six girls and two boys aged 10 to 12 years) was
conducted to identify salient beliefs in relation to the behaviour of interest. These salient
beliefs were then used to develop the questionnaire items as per Ajzen’s (2002)
instructions for measurement. To determine salient beliefs in relation to attitude,
children were asked about the likely consequences of wearing branded clothes at the
next school mufti-day. To determine salient beliefs in relation to social norms children
were asked to whom they referred to for advice on what to wear at the next school
mufti-day. To determine salient beliefs in relation to perceived behavioural control,
children were asked to identify what might help them, or stop them from, wearing
branded clothes at the next school mufti-day. Once the items were formulated, they
were pre-tested with the same eight children and relevant changes made to ensure they
were understood by the participants and reflected the intended meaning of each item.
Scale development for the children’s questionnaire was guided by pre-testing with
children aged 10 to 12 years. As a result of this process, it was determined that standard
unipolar 7-point scales would not be used. Instead, for most questions, children were
given a slider to use on a bipolar scale ranging from -5 to +5, labelled with descriptors
to guide the child’s interpretation of the numbers without overcrowding the scale. This
scale included zero as the mid-point. The mid-point was selected if the child had a
neutral opinion. As some of the scores had negative values, all scores were recoded to
have values of between 1 and 11 to allow for appropriate calculations to be made when
scores were multiplied during data analysis.
Children were read a statement from the questionnaire by the researcher and then asked
to respond by moving the slider on the touch screen of the iPad™ to the left (negative)
or right (positive). After children had chosen the direction of their response, they were
then asked to use the slider to indicate the strength of their response (refer to Table 3-2).
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This approach ensured that children considered their responses both in terms of its
direction and strength. Although the use of a bipolar scale is not specifically
recommended by Ajzen (2002), children of this age are concrete thinkers, “hugging the
ground of detected empirical reality” (Flavell 1977 p. 103). A bipolar scale that did not
match the evaluation would be unlikely to make sense to children of this age. This
method of adapting the scale to the participants is consistent with Ajzen’s (2005)
recommendation that the individual researcher tailor scales for the particular behaviour
being investigated and the participants completing the task (in this case 10 to 12 year
old children).
Table 3-2: Scale items and answer formats for the theory of planned behaviour
Behavioural intention
Intention to wear branded clothes
What do you think you will wear to
the next school mufti-day?

Text to record verbatim response, then quantified by counting the
number of times brand names were mentioned.

Attitude
Evaluation of consequences
Using a slider scale on each item listed below:
How important are these things to you?
• Being popular with the other kids
• Not being teased or bullied
• Fitting in with the other kids
• Feeling confident
• Looking "cool"
• Having attractive clothes
• Not being embarrassed
• Others not thinking I'm trying too hard
• Not being judged by the clothes I wear
Response
not
neutral
Step 1: direction
important
really not
not
Step 2: strength
important
important
Beliefs about wearing branded clothes
Using a slider scale on each item listed below:
Wearing branded clothes at the next school mufti day would make me…
• make me more popular with the other
• mean that I'm not teased or bullied
• mean that I'll fit in with the other kids
• make me feel more confident
• make my clothes look attractive
• mean I won't be embarrassed
• mean that other kids will think I'm trying too hard
• mean that others may judge me by my clothes
Response
Step 1: direction
Step 2: strength

disagree
really
disagree

disagree
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neutral

important
important

really
important

agree
agree

really
agree

Subjective norm
Motivation to comply
Using a slider scale on each item listed below:
How much do you care about what they think you should do?
• your parents or carers think you should do?
• your brothers or sisters think you should do?
• your friends or mates think you should do?
• other kids in your class?
Response
not care
neutral
care
Step 1: direction
really not sort of not
Step 2: strength
sort of care really care
care
care
Normative beliefs
Using a slider scale on each item listed below:
Would each of these groups of people think that you should or should not wear branded clothes?
• your parents or carers think you should do?
• your brothers or sisters think you should do?
• your friends or mates think you should do?
• other kids in your class?
Response
should not
neutral
should
Step 1: direction
really
sort of
sort of
really
Step 2: strength
should not
should not
should not
should

Perceived behavioural control
Control belief salience
Choose a radio button to match your response
Thinking about the clothes that you wear ...
1. Do your parents or carers allow you to wear what you want?
• yes, they always allow me to wear what I want
• yes, sometimes they allow me to wear what I want
• yes, but rarely do they allow me to wear what I want
• no, they never allow me to wear what I want
2. Do your parents or carers buy you the clothes that you want?
• yes, they always buy me what I want
• yes, sometimes they buy me what I want
• yes, but rarely do they buy me what I want
• no, they never buy me what I want
3. Are the clothes that you want to wear ...
• always clean and ready to wear
• sometimes clean and ready to wear
• rarely clean and ready to wear
• never clean and ready to wear
4. Is your school strict about what you wear at school on mufti days?
• yes, my school is always strict about what to wear on mufti days
• yes, sometimes my school is strict about what to wear on mufti days
• rarely is my school strict about what to wear on mufti days
• no, my school is never strict about what to wear on mufti days
5. How often are your parents or carers able to afford the clothes that you want to wear?
• They are always able to afford the clothes I want
• Sometimes they able to afford the clothes I want
• They are rarely able to afford the clothes I want
• They are never able to afford the clothes I want

65

Control factor facilitation
Using a slider scale on each item listed below:
Do you agree or disagree that the following factors would make it easier for you to wear branded clothes
at the next school mufti day?
• If my parents or carers allowed me to wear what I wanted
• If my parents or carers bought me the clothes that I wanted
• If the clothes I wanted to wear were clean and ready to wear
• If my school was strict about what to wear on mufti days
• If my parents or carers were able to afford the clothes that I want to wear
Response
disagree
neutral
agree
Step 1: direction
really
really
Step 2: strength
disagree
agree
disagree
agree

3.7.1.2 Construct definitions and measures
Behavioural intention
Intention to wear branded clothes was defined as preadolescent children’s intention to
wear branded clothes at the next school mufti-day. The term ‘mufti-day’ was clarified
with the child before they were asked: “What do you think you will wear to the next
school mufti-day?” In most schools in Australia, children wear uniforms to school
except on ‘mufti-days’, a day when casual dressing is permitted and usually connected
to a fundraiser for the school or a charity.
The definition of branded clothes was provided to children after they had described
what clothes they intended at the next mufti-day but before the remainder of the
questions in the theory of planned behaviour questionnaire. Once defined, the
expression “wearing visibly branded clothes at the next school mufti day” was
shortened to “wearing “branded clothes” for the remainder of the questions relating to
the other theory of planned behaviour constructs. This is consistent with Ajzen’s
principle of compatibility (Ajzen 2002).
Responses were recorded verbatim with the child or researcher typing into the relevant
section of the questionnaire. If the child was not very forthcoming with an answer,
prompting via follow-up probing questions were used, for example, “Would you wear
shorts and a t-shirt?”. Children were encouraged to provide as much detail in their
response as possible.
Children’s descriptive answers were later quantified by counting the number of times
brand names were mentioned in their description of the clothes they would wear. During
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this process a brand was defined as the name of a company that produces that item for
example, Nike, Converse, Billabong; and/or when clothing is used as merchandising for
movie companies (for example, Disney) or sports teams (for example, the Canberra
Raiders Rugby League team).
According to Ajzen (1991), the determinants of behavioural intention are attitude,
subjective norm, and perceived behavioural control. Belief based items were used to
measure each of these constructs. The measure of each construct is a summation of all
the beliefs antecedent to that determinant, with each belief multiplied by the relevant
paired construct before summation with the other belief items making up that construct
(refer to Table 3-3 for further detail). Items measuring the importance to the individual
are always measured first (that is, evaluation of consequences, motivation to comply,
control factor salience); with the order of items randomised to minimise order bias.
Table 3-3: Constructs used to measure determinants of behavioural intention
Determinants of
behavioural intention

Paired constructs

Formula

Attitude

Behavioural beliefs (b)
Evaluation of consequences (e)

SumAttwbc4 = ∑ biei

Subjective norm

Normative beliefs (n)
Motivation to comply (m)

SumSNwbc= ∑ nimi

Perceived
behavioural control

Control factor facilitation (f)
Control factor salience (s)

SumPBCwbc= ∑ fisi

Attitude
Attitude was defined as children’s more or less positive perceptions of wearing branded
clothes at the next school mufti-day. The nine behavioural beliefs antecedent to attitude
were those identified through the formative research (detailed in section 3.7.1.1) and
from the available literature. The behavioural beliefs were developed according to the
original wording used by children in the formative research as children have their own
language code and their conversational norms should be respected for the data

4

The acronym ‘wbc’ stands for wearing branded clothes, the behaviour of interest in the present study.
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collection to be successful (Perrachio & Mita 1991). This meant that some colloquial
wording was used and some items were negative statements.
The nine behavioural beliefs were:
1. “look cool”;
2. “fit in with the other kids”;
3. “feel confident”;
4. “clothes are attractive”;
5. “not embarrassed”;
6. “not judged by the clothes you wear”;
7. “others may think that you are trying too hard”;
8. “popular”; and
9. “not being teased or bullied”.
Beliefs about wearing branded clothes
Behavioural beliefs were defined as children’s personal beliefs about the consequences
of wearing branded clothes at the next school mufti day. This construct was measured
by asking: “Wearing branded clothes at the next school mufti day would make me
[insert behavioural belief]”. Participants were asked to indicate the extent to which they
believed each statement on a scale ranging from -5 = “really disagree” to -2.5
“disagree” to 0 (neutral) to +2.5 “agree” to +5 “really agree” (refer to Appendix 2 for
the measurement items in the children’s questionnaire).
Evaluation of consequences
Evaluation of consequences was defined as children’s personal evaluations of the
importance of the consequences of wearing branded clothes at the next school mufti
day. This construct was measured by asking: “How important are the following things
to you?” Each of the beliefs mentioned above were listed for the children to assess their
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importance to them, for example, “How important to you is being popular with the other
kids?” and this similar phrasing of questions continued through the list of nine beliefs.
Answers were recorded on a scale of -5 to +5 with labelling of the slider options as
follows: -5 “really not important” to -2.5 “sort of not important” to 0 (neutral) to 2.5
“sort of important” to 5 “really important” (refer to Appendix 2 for the measurement
items in the children’s questionnaire).
Cronbach’s alpha for the nine-item attitude section of the questionnaire was .85. This
result can be considered adequate for research purposes as a Cronbach’s alpha of around
.9 is ideal, with any result larger than .7 considered acceptable (Allen & Bennett 2008).
However, values below even .7 can be expected in reality given the diversity of some
constructs (Field 2013). As the number of items on the scale increases, so will
Cronbach’s alpha. Therefore it is possible to achieve a large value of alpha because
there are many items on the scale rather than because the scale is reliable (Field 2013).
To address this issue, the internal consistency also needs to be noted. In this case, the
range of Cronbach’s alpha if any of the items were deleted was .809 to.867 indicating
that all items appropriately belong in the scale. When considering scale reliability, the
aim is for highly content valid measures where there is semantic correspondence
between the conceptual definition of the construct and the measure (Rossiter 2011).
Subjective Norm
Subjective norm was defined as children’s personal perceptions of the social pressure to
wear branded clothes at the next school mufti-day. The four reference groups antecedent
to subjective norm were those identified through the formative research (detailed in
section 3.7.1.1): (1) parents, (2) siblings (if relevant), (3) friends or mates and (4) other
children in their class at school.
Normative beliefs
Normative beliefs were defined as children’s personal perceptions of reference groups’
attitudes towards wearing branded clothes at the next school mufti day. This construct
was measured by asking: “Would [insert reference group] think that you should or
should not wear branded clothes?” Participants were asked to indicate the extent to
which they believed each statement a scale ranging scale ranging from -5 to 5 with
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labelling of the slider options as follows: -5 “really should not” to -2.5 “sort of should
not” to 0 (neutral) to 2.5 “sort of should” to 5 “really should” (refer to Appendix 2 for
the measurement items in the children’s questionnaire).
Motivation to comply
Motivation to comply was defined as the extent to which children want to comply with
important reference groups. The motivation to comply with reference group norms was
measured by asking: “Thinking about people who are important in your life like your
parents, friends, mates and other kids in your class, in general how much do you care
about what [insert reference group] think you should do?”. Answers were recorded on a
scale of -5 to 5 with labelling of the slider options as follows: -5 “really not care” to -2.5
“sort of not care” to 0 (neutral) to 2.5 “sort of care” to 5 “really care” (refer to Appendix
2 for the measurement items in the children’s questionnaire).
Cronbach’s alpha for the four-item subjective norm section of the questionnaire was
measured as a matter of course, however it is perhaps not unexpected that the result was
low (Cronbach’s α = 0.6). While a result smaller than .7 may be considered low for
(Allen & Bennett 2008), this assumption may not apply to the present situation because
the construct includes a small number of items and there is diversity within the construct
(Field 2013). It would be unusual if there was a stronger correlation between the
normative beliefs as it is perhaps expected that parental norms and peer norms would be
disparate as preadolescents are moving away from parental expectations and towards
peer expectations. The highest correlation was between friends and classmates but even
this result was only moderate (r = .509). The context of the research needs to be
considered (Field 2013). Again, the items were derived in the qualitative stage of the
study (Ajzen 2002) and using the criteria outlined by Rossiter (2011) have been judged
theoretically to be content valid.
Perceived behavioural control
Perceived behavioural control was defined as the extent to which children perceive they
are able to wear branded clothes to the next school mufti day. The five control beliefs
antecedent to perceived behavioural control were those identified through the formative
research (detailed in section 3.7.1.1). They are:
70

1. parents allowing you to wear what you want;
2. parents buying the clothes you want;
3. the clothes being clean and ready to wear;
4. parents being able to afford the clothes you want; and
5. the strictness of the school regarding what can be worn to a mufti-day.
Control factor facilitation
Control factor facilitation was defined as children’s personal perceptions of the factors
that facilitate or impede their personal ability to wear branded clothes at the next school
mufti day. A total of five control factors (control beliefs listed above) were identified as
salient to the behaviour of wearing branded clothes and therefore five items were used
to measure this construct.
Children were asked to indicate whether they agreed or disagreed that each factor would
make it easier for them to wear branded clothes at the next school mufti day? The scale
ranged from -5 = “really disagree” to -2.5 “disagree” to 0 (neutral) to +2.5 “agree” to +5
“really agree” (refer to Appendix 2 for the measurement items in the child
questionnaire).This scale was chosen to be consistent with the other scales as children
need information complexity to be minimised (Perrachio & Mita 1991), with the added
benefit of offering a neutral midpoint if the factor has no impact on their ability to wear
branded clothes.
Control factor salience
Control factor salience was defined as personal assessment of the impact of control
factors on them personally. The five items used related to the five beliefs listed above.
Children were asked to indicate the strength of the impact on them personally by
choosing a statement in relation to each belief. Answer options were: “always”,
“sometimes”, “rarely” and “never” (refer to Appendix 2 for the measurement items in
the children’s questionnaire). Children’s responses were measured using radio buttons,
as it was found during pre-testing that responses could be expressed more naturally in
this format. Radio buttons also had the advantage of varying the activity (without
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increasing information complexity) after multiple slider style answers at about the time
that the children began to tire as they had during pre-testing.
The format of “always”, “sometimes”, “rarely” and “never” was maintained for all
control factor salience questions to maintain some consistency within the activity. This
approach required the recoding of any statements that resulted in less control such as
“my school is always strict about what to wear on mufti days”.
Cronbach’s alpha for the five-item perceived behavioural control section of the
questionnaire was measured as a matter of course, however it is perhaps not unexpected
that the result was low (Cronbach’s α = 0.4). Perceived behavioural control beliefs are
disparate as they cover a range of conditions which facilitate or hinder control over the
behaviour. Although a result smaller than .7 may be considered low (Allen & Bennett
2008), this may not apply in the present situation given the context of the research,
where once again the construct includes a small number of items and there is diversity
within the construct (Field 2013). The items were derived in the qualitative stage of the
study (Ajzen 2002) and, using the criteria outlined by Rossiter (2011), have been judged
theoretically to be content valid.
3.7.2

Popularity as a latent function of behaviour

A projective technique was used to provide an alternative measure of one of the
behavioural beliefs (popularity): “Wearing branded clothes at the next school mufti day
would enhance my popularity with the other kids.” Only one belief could be measured
in this way due to time constraints associated with the data collection procedure. As
explained in section 2.6, popularity was chosen as the construct given prior research
associating popularity with higher peer status and peer-valued characteristics.
3.7.2.1 Measure development
The projective technique involved a picture sorting task. It is possible that a social
desirability bias exists with children in relation to popularity. The picture sorting task
enabled children to project their views onto the central child in the pictures thereby
reflecting their real perceptions while minimising social desirability bias.
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The original images in the picture sorting task were drawn by a graphic artist as black
and white line drawings to maintain a generic presentation that could be interpreted by
any children. The drawings needed to be able to be used on screen as they would be
presented to the participants on an iPad™. The brief given to the artist was to enhance
the participants’ ability to relate to the drawings by creating two sets, one for boys (of
boys) and one for girls (of girls). The children in the pictures were to be playing a
typical game with friends (refer to Figure 3-2).

Figure 3-2: Example of the images presented to boys (left) and girls (right)
The inclusion of traditional gender-based activities (for example, basketball for boys
and skipping for girls, refer to Figure 3-2) initially concerned the ethics committee of
NSW Government schools because it was considered that the picture sorting task may
reinforce gender stereotypes (personal correspondence, November 2014). Their concern
was acknowledged as appropriate in other contexts, however the activities in the study
needed to reflect the reality of the school playground for most boys or girls of this age
group (10 to 12 years old) (refer to Appendix 3 for the complete set of pictures). Once
this explanation was discussed, the ethics committee of NSW Government schools were
comfortable with the approach and allowed access to their schools.
To measure children’s responses to wearing branded clothes in relation to popularity, a
surf brand logo was chosen to be drawn on the t-shirt of the central child. This choice
was based on the popularity of surf wear in this age group as evidenced by clothing of
this type being made available in both generic and speciality stores. The brand logo
needed to be recognisable as a surf brand logo without infringing upon copyright laws.
The illustrator based the “surf logo” on the Billabong™ and Rip Curl™ brands without
directly copy their logos. Recognition of the brand logo was pretested with twenty
children (10 to 12 years) and all the children recognised it as a surf brand. Figure 3-3
illustrates the brand logo design.
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Figure 3-3: Brand logo design displayed on t-shirt of the central child.
The design of the images in the picture sorting task needed to ensure that the only point
of differentiation between pictures was whether the t-shirt was branded or not. As the
focus of the comparison was the central child, the experimental variable was his/her tshirt design. This necessitated the creation of two branded options on the shirt of the
central child: (1) t-shirt with a brand logo only, (2) t-shirt with a brand logo and a motif;
and two unbranded options (3) t-shirt with a motif but no brand logo; (4) t-shirt with no
brand logo or motif (plain). If a plain t-shirt and a t-shirt with a logo had been the only
options (branded and not branded), then the children may have chosen the t-shirt with a
brand logo because it wasn’t plain, not because it was branded. Hence, a t-shirt with a
motif needed to be included. However, if a t-shirt with a motif and a t-shirt with a brand
logo had been the only options, then children may have chosen the t-shirt with a motif
because they liked the motif not because it was branded. Hence a t-shirt with both
images was included, that is, a brand logo and a motif.
The picture sorting task also needed to control for whether the central child was dressed
similarly or differently than the other children in the picture. Therefore, a second set of
pictures with all children dressed similarly was included in the picture sorting task (refer
to Figure 3-4).
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Figure 3-4: Examples of brand logo design displayed on t-shirt of the central child only
(top pictures) versus all children (bottom pictures).
As shown in Figure 3-5 and Figure 3-6, the final design was four base sets of pictures
with specific variations on the t-shirt of the central child including: a plain t-shirt, a tshirt with a palm tree motif, a t-shirt with a surf brand logo, a t-shirt with a palm tree
motif and surf brand logo.

Figure 3-5: Examples of design variations on pictures presented to boys (clockwise
from top left: plain t-shirt; palm tree motif; surf brand logo; surf brand logo and palm
tree motif).
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Figure 3-6: Examples of design variations on pictures presented to girls (clockwise from
top left: plain t-shirt; palm tree motif; surf brand logo; surf brand logo and palm tree
motif).
3.7.2.2 Construct definitions and measures
As with Ajzen’s (2002), measure of the relationship between behavioural beliefs
(summated to measure attitude) and behavioural intention, the latent popularity
construct had two elements: (1) belief about perceived consequences of the behaviour
(enhancing popularity by wearing branded clothes) and (2) evaluations of consequences
for the individual. Including both elements in the measurement of popularity enabled
the results to be compared with the popularity belief as measured by the theory of
planned behaviour questionnaire (the measurement of popularity as a manifest function
of the behaviour of wearing branded clothes). The constructs and associated items are
summarised in Table 3-4.
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Table 3-4: Scale items and answer formats for measuring latent popularity
Latent popularity
Beliefs about wearing branded clothes
Picture sorting task
In response to the question: Which kids are more likely or less likely to be popular? children clicked and
dragged the pictures cards under the heading that matched their opinion. (Picture cards are included in
Appendix 3)
The two options were:
1. Less likely to be popular
2. More likely to be popular
Responses were quantified by counting the number of pictures in the “more likely to be popular group”
that included the drawn children that wore a branded t-shirt (brand logo or brand logo and motif).
Evaluation of consequences
Perceived importance of popularity items from Harter’s (1985) self-perception profile
Children asked to:
Step 1: choose which of the two statements best describes them:
The statements were as follows:
• Some kids think it’s important to be popular
• Other kids don’t think that being popular is all that important to how they feel about
themselves.
Step 2: indicate how true their chosen statement was for them
The children were then asked:
• Is this really true or sort of true for you?
Responses were then scored as per Harter’s (2008) instructions (refer to Table 3-5).

Procedure
Beliefs about wearing branded clothes
Belief about wearing branded clothes enhancing popularity as a latent function of the
behaviour was defined as children’s perception that a latent function of the behaviour of
wearing branded clothes is enhanced popularity. A review of literature highlighted that
children may have different understandings of the term ‘popular’ (Cillessen et al. 2011;
Parkhurst & Hopmeyer 1998). Therefore, children’s understanding of popular was
checked before the picture sorting. Children were asked to think of someone who had
lots of friends or who was popular. Once they had someone in mind, they were asked to
complete the picture sorting task.
Children were then asked: “Which kids are more likely or less likely to be popular?”
Answers were recorded by the child clicking and dragging the picture cards under the
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“LESS likely to be popular” or “MORE likely to be popular” headings. They could
review their selections while they performed the task. When all the cards had been
sorted, the children were asked if they were happy with their sorting and given the
opportunity to change if they wished; however, the majority did not change once the
sorting was complete.
The children’s responses were quantified via a count of the number of “branded kids”
placed in the “MORE likely to be popular” section as a proportion of the eight possible
“branded kids” that could have been included under that category (refer to Appendix 3
for a full set of the pictures used in the picture sorting task).
Evaluation of consequences
Evaluation of the consequence of enhanced popularity was defined as preadolescent
children’s personal evaluation of enhanced popularity as a desirable outcome for selfworth. The item used to measure this construct was from Harter’s (1985) self-perception
profile for children measuring how important popularity was to each individual child.
Children were asked: “How important are these things in how you feel about yourself as
a person?” They had to choose which sentence best described them, for example, “Some
kids think that it’s important to be popular” BUT “Other kids don’t think that being
popular is all that important to how they feel”. The next step was for the child to
indicate how true their chosen statement was for them. The responses were then scored
as per Harter’s (1985) instructions and calculated to produce a perceived importance of
popularity score, as per Table 3-5 All of the importance items from Harter’s (1985)
measure were included in the questionnaire so as not to bias the results by focusing the
children only on the importance of popularity item (refer to Appendix 4 for the items
included in the children’s questionnaire).

78

Table 3-5: Scoring for the measure of perceived importance of popularity
Item

Qualifier

Score

Some kids think that
it’s important to be popular.

Really true for me

4

Sort of true for me

3

Sort of true for me

2

Really true for me

1

Other kids don’t think that being popular is all that
important to how they feel about themselves

The score for the importance of popularity measure was multiplied by the score for the
picture sorting task to calculate an overall score for each child for latent popularity.
3.7.3

Background factors

The theory of planned behaviour (Ajzen 1991), postulates that background factors
(including individual, social and informational factors) influence behavioural beliefs
which underpin attitudes towards the behaviour of interest. The background factors
measured in the present study relate to individual factors (characterising children
according to perceived social acceptance and self-esteem), social factors (characterising
children according to the parental and peer influence, and sociodemographic variables),
and informational factors including media, both online and television (characterising
children on the basis of their exposure to advertisements and exposure to media in
general). Some of these factors were measured with items in the parent questionnaire;
while others were measured with items in the children’s questionnaire interspersed with
the theory of planned behaviour items.
3.7.3.1 Measures development
The parent questionnaire was developed by conducting group and individual interviews
with eight parents in regional NSW, and intercept interviews with 19 parents at a local
train station. Pre-testing with six parents verified that the questions and response items
were understandable and answerable.
Individual characteristics were measured using selected items from Harter’s (1985) selfperception profile for children including self-esteem (global self-worth) items, social
acceptance items and the importance of social acceptance items (interspersed with the
other domain importance items). The purpose of including of the other domain
importance items was to mask the intention of the researcher so as not to lead the
children to respond in a socially acceptable manner.
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All items were pre-tested and checked to ensure questions and response items were
understandable to, and answerable by, children. This was done with the same group of
children that pre-tested the theory of planned behaviour questionnaire. Construct
definitions and measures
Individual factors
Individual background factors that may characterise children with more positive
attitudes towards wearing branded clothes are self-esteem and perceived social
acceptance. A summary of the individual background factors is included in Table 3-6.
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Table 3-6: Scale items and answer formats for individual background factors
Perceived social acceptance
Perceived social acceptance
Children asked to:
Step 1: choose which of the two statements best describes them
Step 2: indicate how true their chosen statement was for them (really true or sort of true)
Statements:
• Some kids find it hard to make friends. OR Other kids find it pretty easy to make friends.
• Some kids have a lot of friends. OR Other kids don’t have very many friends.
• Some kids would like to have a lot more friends. OR Other kids have as many friends as they
want.
• Some kids are always doing things with other kids. OR Other kids usually do things by
themselves.
• Some kids wish that more kids their age do like them. OR Other kids feel that most people their
age like them
• Some kids are popular with others their age. OR Other kids are not very popular.
Responses were then scored as per Harter’s (2008) instructions (refer to Table 3-7).
Perceived importance of social acceptance
Children asked to:
Step 1: choose which of the two statements best describes them
Step 2: indicate how true their chosen statement was for them (really true or sort of true)
• Some kids think that it’s important to be popular OR Other kids don’t think that being popular
is all that important to how they feel about themselves.
• Some kids don’t think that having a lot of friends is all that important OR Other kids think that
having a lot of friends is important to how they feel as a person.
Responses were then scored as per Harter’s (2008) instructions (refer to Table 3-8).

Self-esteem
Global self-worth
Children asked to:
Step 1: choose which of the two statements best describes them
Step 2: indicate how true their chosen statement was for them (really true or sort of true)
• Some kids are often unhappy with themselves. OR Other kids are pretty pleased with
themselves.
• Some kids don’t like the way they are leading their life. OR Other kids do like the way they are
leading their life.
• Some kids are happy with themselves as a person. OR Other kids are often not happy with
themselves.
• Some kids like the kind of person they are. OR Other kids often wish they were someone else.
• Some kids are very happy being the way they are. OR Other kids wish they were different.
• Some kids are not very happy with the way they do a lot of things. OR Other kids think the way
they do things is fine.
Responses were then scored as per Harter’s (2008) instructions (refer to Table 3-9).
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1. Perceived social acceptance
Perceived social acceptance was a combination of perceived social acceptance and the
importance of social acceptance for self-worth. First, to measure perceived social
acceptance, children were asked: “Which sentence best describes you?”, for example:
“Some kids find it hard to make friends” BUT “Other kids find it pretty easy to make
friends”. The next step was for children to decide how true this response was for them.
Responses were then scored as per Harter’s (1985) instructions and calculated to
produce a social acceptance score for each child (see Table 3-7).
Table 3-7: Scoring for perceived social acceptance
Item/
qualifier
Some kids find it hard to
make friends.
Some kids have a lot of
friends.
Some kids would like to
have a lot more friends.
Some kids are always doing
things with other kids.
Some kids wish that more
kids their age do like them.
Some kids are popular with
others their age.

Really
true for
me

Sort of
true for
me

Sort of
true for
me

Really
true for
me

1

2

3

4

4

3

2

1

1

2

3

4

4

3

2

1

1

2

3

4

4

3

2

1

Item/
qualifier
Other kids find it pretty
easy to make friends.
Other kids don’t have very
many friends.
Other kids have as many
friends as they want.
Other kids usually do
things by themselves.
Other kids feel that most
people their age like them
Other kids are not very
popular.

Second, children were asked: “How important are these things in how you feel about
yourself as a person?” They had to choose which sentence best described them. The
next step was again to indicate how true their chosen statement was for them. Responses
were then scored as per Harter’s (1985) instructions and calculated to produce a
perceived importance of social acceptance score for each child (see Table 3-8, refer to
Appendix 4 for the importance items from the other domains).
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Table 3-8: Scoring for importance of social acceptance
Item

Qualifier

Score

Some kids think that
it’s important to be popular.
Other kids don’t think that being popular is all that
important to how they feel
Some kids don’t think that having a lot of friends is all
that important.
Other kids think that having a lot of friends is important
to how they feel as a person.

Really true for me
Sort of true for me
Sort of true for me
Really true for me
Really true for me
Sort of true for me
Sort of true for me
Really true for me

4
3
2
1
1
2
3
4

The score for perceived social acceptance was multiplied by the importance of social
acceptance to calculate an overall score for perceived social acceptance for each child.
2. Self-esteem
To measure their self-esteem, children were asked: “Which sentence best describes
you?” As per the previous measure, children had to choose which sentence best
described them. The next step was to answer the question: “How true is this for you?”
Children had to choose whether the sentence they had chosen was “really true” or “sort
of true” for them. Responses were then scored as per Harter’s (1985) instructions and
calculated to produce a global self-worth score for each child (see Table 3-9).
Table 3-9: Scoring for global self-worth
Item/
qualifier

Really
true for
me

Sort of
true for
me

Sort of
true for
me

Really
true for
me

Item/
qualifier

Some kids are often unhappy
with themselves.
Some kids don’t like the
way they are leading
their life.
Some kids are happy with
themselves as a person.
Some kids like the kind of
person they are.
Some kids are very happy
being the way they are.
Some kids are not very
happy with the way they do
a lot of things.

1

2

3

4

1

2

3

4

4

3

2

1

4

3

2

1

4

3

2

1

Other kids are pretty
pleased with themselves.
Other kids do like the
way they are leading
their life.
Other kids are often not
happy with themselves.
Other kids often wish
they were someone else.
Other kids wish they
were different.

1

2

3

4

Other kids think the way
they do things is fine.
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Social factors
A summary of the social background factors is included in Table 3-10. The data from
these items were a combination of the children’s questionnaire responses and the survey
completed by parents.
Table 3-10: Scale items and answer formats for social background factors
Parental influence
Child’s perception of parents wearing branded clothes
The children were asked:
• Have you seen your mum or dad (or carers) wearing branded clothes where you can see the
brand name or logo?
They could answer:
• Yes
• No
History of parent dressing child in branded clothes
When your child was younger, did you dress them in branded clothes?
The parent could choose any or all of the following options:
• as a baby
• as a toddler
• in the pre-school years
• during their early primary school years
• recently as they approach the teenage years
Alternatively, the parent could answer:
• I have never dressed my child in branded clothes.
Responses were coded as:
• Yes (if at any time)
• No (never)
Parent currently buying branded clothes for their child
The parents were asked:
In the last 12 months, have you bought branded clothes for your child?
They could choose one of the following options:
• yes, I always buy branded clothes for my child
• yes, I sometimes buy branded clothes for my child
• yes, I but I rarely buy branded clothes for my child
• no, not in the last 12 months
Branded clothes in the child’s wardrobe
Parents were asked to estimate the percentage of their child’s wardrobe that was:
___ % branded
___% non-branded
100 %.
Percentages coded as low/medium/ high based on median
Branded sports shoes
The parent was asked:
Which brand of sports shoe does your child wear to school?
The answer was recorded in text by the parent then categorised as No brand/brand
Child’s influence when shopping
The parent was asked:
When buying clothes for your child, how big a say in the decision does your child have?
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They could choose between the following options:
• My child has total say in what to buy (100 per cent)
• My child has considerable say in what to buy (75 per cent)
• We share the decision equally (50 per cent)
• My child has a small say in what to buy (25 per cent)
• My child has no say in what to buy (0 per cent).
The responses were coded as low<50%/ equal 50% /high >50%
Peer influence
Subjective norm (measure from the theory of planned behaviour questionnaire used as a proxy)
Responses coded low/medium/high based on the median.

Sociodemographic characteristics
Socioeconomic status
Children were asked:
• Where do you live?
Suburb/town coded using socioeconomic indexes for areas (SEIFA) data, then categorised as
Low/medium/high based on the median
Sex
Children asked:
• You are a boy/girl (based on observation)?
Coded as Male/Female
Age
Children asked:
• How old are you?
Categorised as 10/11/12 years

1. Parental influence
The parent questionnaire included items measuring both parental influence and media
exposure. Parental influence can be through modelling of a behaviour; and/or providing
relevant experiences for the children (Bandura 1977b). Six constructs were measured,
one item in the children’s questionnaire and five items in the parent’s questionnaire.
a. Child’s perception of parents wearing branded clothes
The first item, included in the children’s questionnaire, was whether the child had
observed the parent wearing branded clothes or in social learning terms ‘parental
modelling’ of the behaviour of interest. Parent wearing branded clothes (abbreviated to
‘parent wears brands’) was defined as the child’s perception of their parent wearing
branded clothes. Children were asked: “Have you seen your mum or dad (or carers)
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wearing branded clothes where you can see the brand name or logo?” They had the
option of answering yes or no.
The five constructs measured by the parent’s questionnaire were all related to the parent
providing the experience of wearing branded clothes.
b. History of parent dressing child in branded clothes
A history of parents dressing their child in branded clothes (abbreviated to ‘branded
childhood’) was defined as a parent’s recall of dressing their child in branded clothes
over various life stages since birth. The parents were asked: “When your child was
younger, did you dress them in branded clothes?” The parent could choose any or all of
the following options: “as a baby”; “as a toddler”; “in the pre-school years”; “during
their early primary school years”; and “recently as they approach the teenage years”.
Alternatively, the parent could answer: “I have never dressed my child in branded
clothes”.
c. Parent currently buying branded clothes for their child
A parent currently buying branded clothes for their child (abbreviated to ‘parent buys
brands for child now’) was defined as parent’s recall of the frequency of buying branded
clothes for their child in the last 12 months. The parents were asked: “In the last 12
months, have you bought branded clothes for your child?” They could choose one of the
following options: “yes, I always buy branded clothes for my child”; “yes, I sometimes
buy branded clothes for my child”, “yes, I but I rarely buy branded clothes for my
child”; or “no, not in the last 12 months”.
d. Branded clothes in the child’s wardrobe
Branded clothes being in the child’s wardrobe (abbreviated to ‘child’s wardrobe’) was
defined as parents’ assessment of the percentage of branded clothes in their child’s
wardrobe currently. Parents were asked to estimate the percentage of their child’s
wardrobe that was branded versus non-branded, with the total having to add to 100 per
cent.
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e. Branded sports shoes
The brand of the child’s sports shoe worn at school (abbreviated to ‘branded sports
shoes’) was defined as parents’ recall of the brand of sports shoe their child currently
wears to school. The parent was asked: “Which brand of sports shoe does your child
wear to school?” The answer was recorded in text by the parent.
f. Child’s influence when shopping
Children’s influence on what clothes were bought for them while shopping (abbreviated
to ‘child’s shopping influence’) was defined as the extent to which parents perceived
that their children had a say when choosing and purchasing their clothes. The parent
was asked: “When buying clothes for your child, how big a say in the decision does
your child have?” They could choose between the following options: “My child has
total say in what to buy (100 per cent)”; “My child has considerable say in what to buy
(75 per cent)”; “We share the decision equally (50 per cent)”; “My child has a small say
in what to buy (25 per cent)”; “My child has no say in what to buy (0 per cent)”.
2. Peer influence
Peer influence was defined as children’s perception that their peers expect them or
approve of them wearing branded clothes. The subjective norm measure from the theory
of planned behaviour children’s questionnaire was used as a proxy to measure peer
influence (refer to 3.7.1.2 for details). In the subjective norm section of the
questionnaire the children were asked about relevant reference groups. Peer influence
was the addition of the scores for siblings (if relevant), friends (or mates) and other
children in their class at school.
3. Sociodemographic characteristics
Sociodemographic characteristics were derived using the personal information collected
in the children’s questionnaire which related to socioeconomic status (SES), sex and
age. Socioeconomic status was derived from the suburb or town that was the child’s
place of residence using socioeconomic indexes for areas (SEIFA) data (ABS 2016a).
Children’s responses were recorded as a warm up to the theory of planned behaviour
questionnaire (refer to Appendix 2 for the specific items).
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Informational factors
A summary of the informational background factors is included in Table 3-11. This data
was to be based on parental responses via the on-line survey.
Table 3-11: Scale items and answer formats for informational background factors
Media influence
Children’s exposure to advertisements (television)
Parents were asked:
Which television channel does your child like to watch the most?
The options included:
• ABC 1, 2 or 3
• 7/Prime
• 9/WIN
• 10
• SBS
• pay TV (cable TV for example, Foxtel, Austar) or Other.
Responses were then coded:
(1) no exposure to advertisements (ABC 1, 2 or 3 which are government channels that do not have
commercial marketing advertisements) or
(2) all other options (commercial channels which do show advertisements).
Children’s exposure to advertisements (internet)
Parents were asked:
What does your child use online or internet access for the most?
The options included:
• watching TV shows via ABC iView
• playing games
• accessing YouTube for music and other entertainment
• FacebookTM or equivalent
• Web browsing for homework, projects; shopping
• Other
Responses were coded:
(1) no exposure to advertisements (ABC iView with shows from ABC 1, 2 or 3; emailing or
iMessagingTM friends) or
(2) all other options
Children’s weekly exposure to media (via television)
Parents were asked:
In a typical school week, which days of the week does your child watch television?
Parents could choose all or none of the options below:
• Monday
• Tuesday
• Wednesday
• Thursday
• Friday
• None of the above
Number of days in a week that children were exposed to media were counted
and categorised as 0-2 days or 3 to 5 days
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Children’s weekly exposure to media (via the internet)
Parents were asked:
Over a typical school week, which days of the week does your child go online or on the internet via an
iPad, computer, or any other internet device?
Parents could choose all or none of the options below:
• Monday
• Tuesday
• Wednesday
• Thursday
• Friday
• None of the above
Number of days children were exposed to media, counted and categorised as 0-2 days 3 to 5 days

1. Media influence
a. Children’s exposure to advertisements
Children’s exposure to advertisements (abbreviated to ‘Exposure to TV ads’ or
‘Exposure to Net ads’) was defined as whether children watched television programs or
accessed internet websites that featured advertisements. Parents were asked two
questions, one which related to television and one which related to the internet. With
regard to television, parents were asked: “Which television channel does your child like
to watch the most?” The options included: “ABC 1, 2 or 3”; “7/Prime”; “9/WIN”; “10”;
“SBS”; “pay TV (cable TV for example, Foxtel, Austar)”; or “Other”. Responses were
then coded then coded: (1) no exposure to advertisements (ABC 1, 2 or 3 which are
government channels that do not have commercial marketing advertisements) or (2) all
other options (commercial channels which do show advertisements).
With regard to the internet, the parents were asked: “What does your child use online or
internet access for the most?” The options included: “watching TV shows via ABC
iView”; “playing games”; “accessing YouTube for music and other entertainment”;
“FacebookTM or equivalent”; “Web browsing for homework, projects; shopping”;
“Other”. Responses were coded: (1) no exposure to advertisements (ABC iView with
shows from ABC 1, 2 or 3; emailing or iMessagingTM friends) or (2) all other options.
b. Children’s weekly exposure to media
Children’s exposure to broadcast and narrow cast media (abbreviated to ‘Days watch
TV’ or ‘Days access the Net’) was defined as the number of school days that children
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watched television or were online. The parents were asked two questions, one which
related to television and one which related to online. With regard to television, parents
were asked: “In a typical school week, which days of the week does your child watch
television?” The options were Monday through to Friday and “None of the above”, and
parents could choose all or none. The number of days was counted and categorised (0 to
2 days, and 3 to 5 days). With regard to online the parents were asked: “Over a typical
school week, which days of the week does your child go online or on the internet via an
iPad, computer, or any other internet device?” The options were Monday through to
Friday and “None of the above”, and the parents could choose all or none. The number
of days was counted and categorised (0 to 2 days, and 3 to 5 days).
3.8

Chapter summary

Chapter 3 provided an explanation of the methodology. The research paradigm,
positivist social science, with its emphasis on empirical observation and quantitative
data was considered best suited to address the purpose of the present study. A mixed
method design, using primarily (but not exclusively) quantitative tools examined
perceptions of the relationship between peer status and intention to wear branded
clothes of 100 preadolescent children (aged 10 to 12 years) and their parents. The
present study required tailoring of data collection to address children’s cognitive and
social needs. Other considerations included ethical recruitment and assent from
children, gaining access to children (necessitating a convenience sample), overcoming
scepticism of marketing studies and addressing government child safety regulations.
The measures were developed based on Ajzen’s (2002) instructions for questionnaire
development guided by pre-testing of questionnaire items. To measure beliefs in latent
functions of behaviour, a picture sorting task was custom designed for the present study.
Data to address background factors hypothesised to influence children’s more positive
attitudes to wearing branded clothes was collected via additional questions for the
children and an online parent questionnaire.
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Chapter 4 Analysis and Results
4.1

Introduction

Chapter 4 presents the analysis and results for each of the research questions and the
related hypotheses. It commences with a description of the data analysis including the
statistical methods used to answer the research questions. Next is a sample description
and exploration of the data to provide an overview of participants in the study.
Following these descriptions, the results relating to each research question are
presented. Finally, the developing theoretical model is modified based on the new
results presented throughout the chapter.
4.2

Data analysis

As data was collected using Qualtrics™ survey software no manual data entry was
required. The picture sorting task required data to be entered manually using SPSS™
statistical software. Data entry for the picture sorting task was double-checked by
another PhD student to ensure there were no manual errors. SPSS Version 25 was used
to analyse the data. The type of analysis was chosen based on the variable type
(numerical or categorical) and the specific research question (Field 2013).
Three of the four research questions required regression analysis as both the response
variable and the explanatory variable/s were numerical. The sample size (n=100) was
sufficient for this type of analysis. The fourth research question utilised crosstabulations and Pearson’s Chi-square tests of significance to identify differences
between groups. The dependent variables were changed to categorical in order to
answer the fourth research question.
Consistent with Ajzen’s (2005) approach, multiple linear regression was chosen as the
preferred statistical method to test the predictive power of attitude, subjective norm and
perceived behavioural control, as well as their relative contributions to the prediction of
behavioural intention in terms of standardised regression coefficients. Multiple
regression analyses assessed the extent to which the constructs in the theory of planned
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behaviour predicted children’s intention to wear branded clothes. This involved
identifying which beliefs most strongly predicted attitude towards wearing branded
clothes; and testing the hypothesis that the inclusion of Merton’s (1968) latent function
of popularity would improve the predictive validity of the model.
The relevant assumptions for regression analysis include (1) a specified ratio of 10 cases
to each predictor variable; (2) removal or reduction of univariate and multivariate
outliers to lessen their impact on the final regression solution; (3) identification of
multicollinearity to avoid instability of the model; and (4) normal, linear and
homoscedastic residuals (Allen & Bennett 2008). Assumption checking is reported in
detail for the first regression analysis to illustrate the detailed level of checking
undertaken for each hypothesis. While results of these assumption checks are not shown
in detail for the remaining analyses, the relevant assumptions were checked in a similar
fashion.
Relevant assumptions for cross-tabulations and Pearson’s Chi-square tests of
significance include independence and expected frequencies. Independence is explained
as singular participation of each participant in the study with no influence from or on
other participants. Expected cell frequencies should not be less than five in no more
than 20 per cent of cases. These assumptions (Allen & Bennett 2008) were checked and
met for all analyses.
4.3

Sample description

The final sample for the study included 168 participants, 100 were children aged 10 to
12 years; and 68 were parents or carers. The child sample included 42 boys and 58 girls
from a range of socio-economic backgrounds. As can be seen in Table 4-1, children’s
ages ranged from 10 to 12 years, with relatively equal numbers of children aged 10 (41
per cent) and 11 years (45 per cent) and the majority less than 12 years (86 per cent).
The largest group represented were girls aged 11 years, followed by 10 year old boys
and girls. The boys in the sample tended to be younger than the girls (50 per cent of the
boys were 10 years old but only 35 per cent of the girls). The majority of children were
from regional areas (83 per cent). Table 4-1 provides a description of the child sample
in terms of sex, age and geographic location.
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Table 4-1: Child’s sample description – age and sex by geographic location
Males (42%)
Age/
Geographic Location
Metropolitan
Regional
Sub-total
% of sex by age

10

11

12

3
18
21
50

3
14
17
40

2
2
4
10

Row
%
19
81
42

Females (58%)
10

11

12

3
17
20
35

5
23
28
48

1
9
10
17

Total

Row
%
16
84
58

17
83
100

Eight-four per cent of children lived in low to medium socioeconomic areas and 16 per
cent lived in high socioeconomic areas. Details of the socioeconomic status of the
children are presented in Table 4-2.
Table 4-2: Child sample description - socioeconomic status
Number and % of sample
(n=100)

Characteristics
Socioeconomic status5
Low
Medium
High

40
44
16

Parents of 68 of the children participated in the study. Eighty-nine per cent were
mothers, 11 per cent were fathers. Overall the majority of respondents were female (88
per cent). The majority of parents were from regional areas of NSW (77per cent)
although these regional areas were within three hours driving of Sydney. At the time of
the study, the median annual weekly household income in Australia was $1,438 or
approximately $75,000 per annum (ABS 2016a). More than sixty-four per cent of the
parent sample had a household income above this figure. It should be noted that despite
regional areas typically being of lower socioeconomic status (ABS 2016b), in the
present study the regional areas were relatively affluent. Table 4-3 provides a
description of the adult sample.

5

Based on geographic location with reference to relative social disadvantage of the area (ABS 2016a).
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Table 4-3: Parent sample description – geographic location and sex by household
income
Geographic
location/sex

Metropolitan
(12%)

Household Income

Male

Female

$34,999 or less
$35,000-$94,999
$95,000 - $149,999
$150,000 or more
Sub-total
% by geography
by sex

0
1
0
0
1

1
1
3
2
7

12

88

Row
%
12
25
38
25
8

Regional
(88%)
Male

Female

0
2
0
4
6

5
14
16
17
526

10

80

Total
Row
%
8
28
28
36
58

Income
total
6
18
19
23
66

Income
%
9
27
29
35
100

The majority of parents were aged 40 to 49 years and most were educated beyond high
school. Thirty-two per cent had a technical or vocational qualification and 53 per cent
had a university degree. Most parents were employed full-time (83 per cent) and had a
household income of $35,000 per annum or more (approximately 91 per cent). One
hundred per cent of parents of children from high socioeconomic areas responded to the
survey (16 parents) whereas only 62 per cent of parents of children from low or middle
socioeconomic areas participated. Further details of the parent sample are presented in
Table 4-4.

6

Two female parents from a regional area did not provide their income details.
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Table 4-4: Parent sample description7 – age, education and employment status of main
income earner and socioeconomic status
Category
Age
<30
30-39
40-49
>50
Education
High School to Year 10
High School to Year 12
Technical & Vocational Training
University undergraduate degree
University postgraduate degree
Employment status
Employed full time
Employed part-time or casual
Unemployed but looking for work
Other
Socioeconomic status
Low
Medium
High

4.4

Number

Valid %

1
14
48
3

2
21
73
4

5
5
21
17
18

8
8
32
26
27

55
8
2
1

83
12
3
2

25
27
16

37
40
23

Exploration of the data: behavioural intention

In this chapter, the phrases “intention to wear branded clothes” or “behavioural
intention”, refer to 10 to 12 year old children’s intention to wear branded clothes at the
next school mufti-day (a peer based social setting). Descriptive statistics (including
frequencies) were calculated to explore the data. Figure 4-1 shows the frequency of
children’s responses regarding intention to wear branded clothes. The majority of
children (61per cent) indicated at least some intention to wear branded clothes to their
next school mufti-day (that is, they mentioned a brand at least once in their unprompted
description of what they intended to wear).

7

Two of the 68 parents did not complete the sociodemographic questions, although their names indicated they were female; and

their area of residence was known. These parents answered all other questions in the survey that related to their children.
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Percentage frequency per response category

100%
90%

25%

80%

47%

70%
69%

63%

60%
50%
40%

75%

30%

53%

20%
31%

37%

10%
0%
39%

30%

19%

12%

0

1

2

3

Number of times brands were mentioned in child's description
Boys

Girls

Figure 4-1: Intention to wear branded clothes by level of response
Figure 4-1 also shows a comparison of the intention of boys and girls to wear branded
clothes at the next school mufti-day, comparing sexes at each level of response. Of the
39 children who did not mention branded clothes in their description of what they
intended to wear to the next school mufti-day, just under one third (31 per cent) were
boys and just over two thirds (69 per cent) were girls. The ratio of boys to girls in the 61
children who did mention branded clothes in their description of what they intended to
wear to the next school mufti-day was relatively even (49 per cent boys and 51 per cent
girls), however for those children who mentioned three brands in their description, there
were more boys than girls (75 per cent compared to 25 per cent of girls).
Figure 4-2 highlights the different pattern of responses (within the sexes) of boys
(darker bars on the left) and girls (lighter bars on the right) who mentioned branded
clothes in their description. Boys were relatively evenly distributed in terms of the
number of times brands were mentioned, although the majority of boys did intend to
wear branded clothes (71 per cent). Girls were less evenly distributed, with the
percentage intending to wear branded clothes (53 per cent) slightly higher than the
percentage of girls who did not intend to wear branded clothes (47 per cent).
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Percentage per child's sex of response

50%

47%

Boys

45%

Girls

40%
32%

35%
30%

29%
26%

25%

24%
21%

20%

16%

15%
10%

5%

5%
0%
0

1

2

3

0

1

2

3

Number of times brands were mentioned in child's description

Figure 4-2: Intention to wear branded clothes by sex
To assess whether there was a statistically significant relationship between sex and level
of behavioural intention, a comparison of groups was undertaken by performing crosstabulations. Significant differences between groups were identified using a Chi-square
test. The assumptions of independence and expected frequencies were met (Allen &
Bennett 2008). Results of the cross tabulation and significance tests are summarised in
Table 4-5 and show that sex is associated with behavioural intention. The Chi-square
test was statistically significant, χ2 (1, n =100) = 8.616, p< .05, and the association
between sex and level of behavioural intention was a medium effect, φ = .29 (Allen &
Bennett 2008). The medium effect size means that boys are more likely than girls to
name more than one brand when describing what they intend to wear and the
association between sex and behavioural intention is relatively strong (Field 2013).
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Table 4-5: Intention to wear branded clothes by sex
Behavioural intention
number of brands
mentioned in description
None (0 brands)
Low (1 brand)
Medium (2 brands)
High (3 brands)

4.5

Male

Female

(%)

(%)

31
37
53
75

69
63
47
25

p value

.035*

Predictors of behavioural intention (research question 1)

Research question 1 examined which determinants of behavioural intention (attitude,
subjective norm or perceived behavioural control) were stronger predictors of
behavioural intention. Figure 4-3, an adaptation of Ajzen’s (1985, 2017) theory of
planned behaviour illustrates the theoretical framework. It was hypothesised that
attitude and subjective norm would be strong predictors of behavioural intention, and
perceived behavioural control would be a weak predictor. These hypotheses are
illustrated in Figure 4-3. The hypothesised weakness of the predictor, perceived
behavioural control, is indicated by the lighter shade of the box.
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Figure 4-3: Theoretical model of the relationship between attitude, subjective norm and
perceived behavioural control and behavioural intention
In the regression model, intention to wear branded clothes was the response variable and
the summated measures of attitude, subjective norm and perceived behavioural control
were explanatory variables (Table 4-6 provides a summary of the key variables).
Table 4-6: Theory of planned behaviour variables used in the regression model
Measures

Behavioural intention

Attitude
Subjective norm
Perceived
behavioural control

Values
Response variable (y)
Brand score: the number of times brand names were
mentioned in free response when children were asked
what they intended to wear to the next school mufti-day.
Explanatory variables (x)
Sum of behavioural beliefs
underpinning attitude
Sum of normative beliefs
underpinning subjective norm
Sum of control beliefs underpinning
perceived behavioural control

Variable
type
Numerical
continuous
Numerical
continuous
Numerical
continuous
Numerical
continuous

Prior to interpreting the results of the multiple regression analysis, several assumptions
were considered. First, inspection of the normal probability plot of standardised
residuals as well as the scatterplot of standardised residuals against standardised
predicted values indicated that the assumptions of normality, linearity and
homoscedasticity of residuals were met. Second, Mahalanobis distance (19.787)
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exceeded the critical χ2 for df =3 (at α =.001) of 16.266 for one case in the data file,
indicating the potential existence of multivariate outliers. The most common strategies
for dealing with outliers includes ignoring them; deleting them; or modifying them to
reduce their impact on the regression model. Given that in this instance there was only
one outlier in a total sample size of 100, this outlier was ignored as there was likely to
be minimal impact (Allen & Bennett 2008). Third, high tolerances for the three
predictors in the regression model indicated that multicollinearity would not interfere
with the ability to interpret the outcome of the multiple regression analysis (Allen &
Bennett 2008).
Attitude, subjective norm and perceived behavioural control explained a significant 9.2
per cent of the variance in behavioural intention F (df = 3,96, n=100) = 3.223, p = .026,
with only attitude accounting for a significant proportion of unique variance in
behavioural intention (sr2 = .066 or 6.6 per cent of the variance). By Cohen’s (1988)
conventions, an effect of this magnitude (R2 = .092) is considered “small to medium”
(ϝ2 = .101). The effect size indicates that the independent variables of attitude,
subjective norm and perceived behavioural control have a relatively strong relationship
with the dependent variable of behavioural intention. Results of the regression analysis
are presented in Table 4-7.
Table 4-7: Regression model of predictors of behavioural intention
β

Variables
Constant

t

R

R2

Adj. R2

1.132

.302

.092*

.063

Attitude

.280

2.646**

Subjective norm

.034

.309

Perceived behavioural control

-.087

-.848

*Regression is significant at the 0.05 level (2-tailed), p<.05.
** Regression is significant at the 0.01 level (2-tailed), p<.01

The regression analysis provided support for hypotheses 1 and 3. Although all three
explanatory variables combined were predictors of behavioural intention, only attitude
accounted for unique variance not explained by other predictors in the model.
Subsequent analysis showed that attitude, without subjective norm and perceived
behavioural control, is a stronger predictor of behavioural intention (adjusted R2
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= .072). Statistically, this result would justify deletion of subjective norm and perceived
behavioural control from the model, however the inclusion of these factors is
theoretically justified based on Ajzen’s (1991) theory of planned behaviour model. In
addition, the model with all three constructs still fits the data as the F value was
statistically significant. Therefore, hypothesis 1 (attitude is a strong predictor) and
hypotheses 3 (perceived behavioural control is a weak predictor) cannot be rejected but
hypothesis 2 (subjective norm is a strong predictor) is rejected. A summary of the
results of the regression analysis is illustrated at Figure 4-4 with the strength of the
relationship indicated by the darker and lighter shades of the boxes.

Figure 4-4: Predictors of behavioural intention
4.6

Antecedent behavioural beliefs about attitude (research question 2)

Research question 2 explored which behavioural beliefs antecedent to attitude predicted
behavioural intention. The exploration of these beliefs (single item measures), and their
relationship with behavioural intention, was underpinned by a conceptual framework
proposed in the sociological literature. Sociological literature identifies that children
who are “attractive, athletic, tough, funny, and stylish” enjoyed higher levels of status,
including greater perceived popularity, power, and social preference, with wealth
associated with popularity and power only (Vaillancourt & Hymel 2006, p. 404).
Identified behavioural beliefs linked to these types of peer-valued characteristics are
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‘attractive’, ‘confident’ and ‘cool’. (In this and the following chapters the term ‘cool’
refers to the idiom cool, that is hip, or ‘in fashion’.) Attractive, confident and cool are
three of the nine behavioural beliefs which comprise attitude in the present study. A
correlation of the beliefs with behavioural intention demonstrates that these three beliefs
are significantly correlated with behavioural intention (refer to Table 4-8). These three
beliefs were summed to form one variable labelled ‘peer-value’, a multi-item measure.
Table 4-8: Correlation of behavioural beliefs with behavioural intention
Variables

r

p

Attractive

.281**

.005

Confident

.279**

.005

Cool

.210*

.036

Popular

.209*

.037

Not embarrassed

196

.051

Not teased

192

.056

Fitting in

154

.127

Not judged

.098

.334

Not a try hard

.067

.510

*Correlation is significant at the 0.05 level (2-tailed), p<.05.
** Correlation is significant at the 0.01 level (2-tailed), p<.01

Popularity also had a significant correlation with behavioural intention (Table 4-8),
however given the finding by sociologists that peer-valued characteristics are important
to popularity (Mayeux et al. 2011; Vaillancourt & Hymel 2006), it was hypothesised
that the construct may be at a different conceptual level of behavioural belief. Popularity
had already been identified as a possible latent function of wearing branded clothes, the
focus of research question 3, therefore this construct was treated as an explanatory
variable in its own right.
Marketing literature also identifies the symbolic meaning of branded products to cope
with consumerism when families are economically disadvantaged. Wearing branded
clothes enables protection from bullying and being seen as poor (Elliott & Leonard
2004; Hamilton 2012), thereby allowing children to fit in with their social group.
Identified behavioural beliefs linked to this notion are: ‘not embarrassed’, ‘not teased or
bullied’ and ‘fitting-in’. These three beliefs were summed to form one explanatory
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variable, theoretically labelled ‘fitting-in’. A correlation of these beliefs and behavioural
intention demonstrated they did not have a significant correlation with behavioural
intention (Table 4-8). The remaining two beliefs: ‘not judged’ and ‘not a try hard’ were
grouped and summed to form another variable labelled ‘not judged’.
The approach of entering beliefs in groups reflects Ajzen’s (2005) premise that it cannot
be assumed that each of the behavioural beliefs are independent of each other in relation
to behavioural intention. Treating beliefs as grouped entities in this context supports the
logic of aggregation. The four explanatory variables replacing the variable attitude
(which summed all nine of the behavioural beliefs) and the other theory of planned
behaviour variables, subjective norm and perceived behavioural control are summarised
in Table 4-9.
Table 4-9: Variables used in the regression model predicting behavioural intention
Measures

Behavioural intention

Peer-value
Fitting-in
Popularity
Not-judged

Values
Response variable (y)
Brand score: the number of times brand names
mentioned in free response when child was asked what
they intended to wear to the next school mufti-day.
Explanatory variables (x)
Sum of peer-value beliefs
(attractive, confident and cool)
Sum of fitting-in beliefs
(fitting in, not bullied or teased and not embarrassed).
Popularity as measured in the theory of planned
behaviour questionnaire
(strength and importance)
Sum of not-judged beliefs
(not judged and not a try hard)

Subjective norm

Sum of normative beliefs underpinning subjective norm

Perceived behavioural
control

Sum of control beliefs underpinning perceived
behavioural control

Variable type
Numerical
continuous
Numerical
continuous
Numerical
continuous
Numerical
continuous
Numerical
continuous
Numerical
continuous
Numerical
continuous

It was hypothesised that the ‘peer-value’ variable, would be a relatively strong beliefbased predictor of intention to wear branded clothes, and the ‘fitting-in’ variable would
be a relatively weak belief-based predictor of intention to wear branded clothes.
Popularity (measured as a manifest function) and the ‘not judged’ variable, were
expected to be relatively weak belief-based predictors of behavioural intention (refer to
research question 3). These hypotheses are illustrated in Figure 4-5 depicting the
relationship between the determinants of behavioural intention and behavioural
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intention. As behavioural beliefs are antecedent to attitude (Ajzen 1991; Ajzen &
Fishbein 1980), attitude is now represented by the four grouped behavioural beliefs:
peer-value, fitting-in, popularity and not-judged. These variables replace the attitude
variable that summated the nine behavioural beliefs in the theory of planned behaviour
model (refer to Table 4-6).

Figure 4-5: Proposed theoretical model of the relationship between explanatory
variables (including grouped behavioural beliefs) and behavioural intention
As the purpose of the analysis was to assess which of the grouped behavioural beliefs
was the strongest predictor of behavioural intention, a hierarchical regression was
performed with the other determinants of behavioural intention (subjective norm and
perceived behavioural control) and the grouped behavioural beliefs of peer-value,
fitting-in, popularity and not-judged as explanatory variables. Behavioural intention was
the response variable. The order of variable entry of the grouped behavioural beliefs
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was determined by the relative strengths of the correlations of variables with
behavioural intention (refer to Table 4-10).
Table 4-10: Correlations between grouped behavioural beliefs and behavioural intention
Grouped behavioural beliefs

r

p

Peer-value
Fitting-in
Popularity
Not-judged

.293**
.234*
.209*
.097

.003
.019
.037
.338

*Correlation is significant at the 0.05 level (2-tailed), p<.05.
** Correlation is significant at the 0.01 level (2-tailed), p<.01

Based on correlation coefficients, the differential effect sizes of these independent
variables on the dependent variable of behavioural intention would suggest that peervalue has a medium effect, explaining 8.6 per cent of the total variance whereas fittingin and popularity have a small effect explaining only 5.5 per cent and 4.4 per cent of the
total variance respectively. Not-judged has a very small effect, explaining less than one
per cent of the total variance (Field 2013). Subjective norm and perceived behavioural
control were entered into the model first, followed by the grouped behavioural beliefs in
the following order: peer-value, fitting-in, popularity and not-judged. Results of the
hierarchical multiple regression are provided at Table 4-11.
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Table 4-11: Hierarchical regression of grouped behavioural beliefs on behavioural
intention
Variables
Step 1

Step 2

Step 3

Step 4

Step 5

Constant
Subjective norm
Perceived behavioural control
Constant
Subjective norm
Perceived behavioural control
Peer-value
Constant
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Constant
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Popularity
Constant
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Popularity
Not-judged

t

R

R2

Adj.
R2

ΔR2

1.522
1.413
-.343
1.398
.408
-.804
2.745**
1.353
.328
-.861
1.716
.391
1.323
.342
-.841
1.537
.407
-.153
1.167
.334
-.799
1.517
.393
-.171
258

.159

.025

.005

.025

.310

.096

.068

.071**

.312

.098

.060

.001

.313

.098

.050

.000

.314

.099

.040

.001

β
.146
-.036
.044
-.082
.285
.036
-.090
.246
.057
.038
-.088
.260
.061
-.023
.037
-.085
.258
.059
-.026
.026

** Regression is significant at the 0.01 level (2-tailed), p <.01

Two of the models (Step 2 and Step 3) fitted the data given the significant F values
(Table 4-12), however only Step 2 of the hierarchical regression resulted in a significant
change to the F value (change in F1,96 = 7.533, p = .007). Therefore, Step 2 with attitude
(peer-value), subjective norm and perceived behavioural control as the predictors of
behavioural intention was the best fit for the data with the highest significant F value
and highest adjusted R2 (F3,96 = 3.406*, p = .021; adjusted R2 = .068). The model
accounted for a significant 9.6 per cent of the variance in behavioural intention. By
Cohen’s (1988) conventions, an effect of this magnitude is considered “small to
medium” (ϝ2 = .106). Compared with the original model analysed in section 4.5, attitude
(peer-value) has a differential effect on behavioural intention with a slight increase in
effect (ϝ2 = .106 versus ϝ2 = .101).
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Table 4-12: Significance for each step of the model predicting behavioural intention
Variables in the model
Step 1
Subjective norm
Perceived behavioural control
Step 2
Subjective norm
Perceived behavioural control
Peer-value
Step 3
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Step 4
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Popularity
Step 5
Subjective norm
Perceived behavioural control
Peer-value
Fitting-in
Popularity
Not-judged
*F value is significant at the 0.05 level (2-tailed), p<.05.

F value

df

p value

1.275

2,97

.289

3.406*

3,96

.021

2.570*

4,95

.043

2.040

5,94

.080

1.694

6,93

.131

Results of the analysis (Table 4-11 and Table 4-12) provides support for hypothesis 4.
The behavioural belief, peer-value, with subjective norm and perceived behavioural
control, is the strongest predictor of intention to wear branded clothes. Therefore
hypothesis 4 cannot be rejected. Hypothesis 5 is rejected when popularity is measured
as a manifest function of the behaviour. Hypothesis 6 cannot be rejected as fitting-in
was hypothesised to be a weak belief-based predictor of intention to wear branded
clothes. There is some evidence to suggest that it may be an important variable as the
model represented by Step 3 (where fitting-in was added) fitted the data. However, this
model was not the best fit for the data and was therefore not retained in the chosen
model.
A summary of the results is illustrated in the developing theoretical model (Figure 4-6),
representing Step 2 of the regression analysis.
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Figure 4-6: Predictors of behavioural intention with peer-value replacing the original
attitude variable in the model
4.7

Latent and manifest functions of behaviour (research question 3)

Research question 3 examined whether prediction of behavioural intention can be
improved by considering Merton’s (1996) theory of manifest functions (intended
consequences) and latent functions (unintended consequences) of behaviour rather than
Ajzen’s (2002) accessible beliefs and intended consequences alone. The function of
interest is the behavioural belief ‘wearing branded clothes enhances popularity’
(referred to as ‘popularity’ in this chapter), as popularity is associated with a higher
level of social acceptance or peer status (Parkhurst & Hopmeyer 1998). In the following
section, the terms ‘manifest function of behaviour’ and ‘latent function of behaviour’
will be referred to as ‘manifest popularity’ (previously, popularity) and ‘latent
popularity’, respectively.
As explained in Section 3.7.2, popularity was measured as a latent function of
behavioural intention by use of a picture sorting task. It was hypothesised that peervalued characteristics such as being attractive, confident and cool were the manifest
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functions of the behaviour of wearing branded clothes, whereas popularity was a latent
function. This hypothesis is supported by the finding of sociological studies that
popularity is a consequence of peer-valued characteristics (Mayeux et al. 2011;
Vaillancourt & Hymel 2006). Moreover, popularity was not elicited by the formative
research (which identified the accessible behavioural beliefs antecedent to more positive
attitudes), but was included as a behavioural belief based on a review of relevant
literature.
Manifest popularity was measured using the theory of planned behaviour questionnaire.
The construct included the belief that popularity is enhanced as a consequence of
wearing branded clothes, and the importance of popularity as per Ajzen’s (2002) direct
question and self-report method. The alternative measure of popularity, latent popularity
was measured using a projective technique, the picture sorting task (refer to Section 0
for more detail) with the importance of popularity derived from the relevant items from
the self-perception profile for children (Harter 1985).
In this analysis, behavioural intention was the response variable. The explanatory
variables were attitude, subjective norm, and perceived behavioural control; and either
manifest popularity or latent popularity. The measures are summarised in Table 4-13
noting that the variable attitude has been altered to include the peer-value variable only
as it was found to be the strongest predictor of behavioural intention (refer to Section
4.6).
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Table 4-13: Summary of variables for regression of attitude, subjective norm, perceived
behavioural control and latent or manifest popularity on behavioural intention
Measures

Values

Variable
type

Behavioural
intention

Response variable (y)
Brand score: the number of times brand names were mentioned
in free response when children were asked what they intended
to wear to the next school mufti-day.
Explanatory variable (x)

Numerical
continuous

Peer-value
(attitude)

Sum of peer-value behavioural beliefs underpinning attitude
(attractive, confident and cool)

Numerical
continuous

Subjective norm

Sum of normative beliefs underpinning subjective norm

Numerical
continuous

Perceived
behavioural control

Sum of control beliefs underpinning perceived behavioural
control
Popularity as a manifest function of the behaviour of wearing
branded clothes
Behavioural belief from the theory of planned behaviour
questionnaire, (behavioural consequence x importance)
Popularity as a latent function of the behaviour of wearing
branded clothes
Behavioural belief from the picture sorting task and importance
from self-perception profile (number of branded pictures x
importance to self-worth)

Manifest popularity

Latent popularity

Numerical
continuous
Numerical
continuous

Numerical
continuous

It was hypothesised that the addition of a latent function measure would improve the
predictive validity of the theory of planned behaviour model. Specifically, it was
thought that latent popularity (but not manifest popularity) would be a strong predictor
of behavioural intention. This hypothesis is illustrated in Figure 4-7 depicting the
relationship between Ajzen’s (1991) theoretical determinants of behavioural intention
and behavioural intention, with the additional construct of latent popularity.

110

Figure 4-7: Proposed theoretical model of the predictive validity of latent popularity
Testing this hypothesis required a comparison of the predictive validity of the two
different measures of popularity and was examined by performing two hierarchical
multiple regression analyses. In each analysis, the order of entry of the variables was
determined by the need to compare the effect of each of the popularity variables on the
model rather than on the basis of the relative strengths of correlation with behavioural
intention. Manifest popularity was replaced with latent popularity in the second
hierarchical multiple regression to run the comparison.
In the first step of both analyses, the three determinants of behavioural intention
according to the theory of planned behaviour: attitude (peer-value), subjective norm and
perceived behavioural control were entered with behavioural intention as the response
variable. In the second step, manifest popularity was entered in the first analysis; and
the latent popularity variable was entered in the second analysis. A summary of results
for each step of these hierarchical multiple regressions are provided at Table 4-14.
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Table 4-14: Hierarchical regression analyses comparing manifest and latent popularity
as predictors of behavioural intention
Variables
Step 1

Step 2

Step 2

β

t

R

Constant
1.398
.310
Attitude
.285
2.745**
Subjective norm
.044
.408
Perceived behavioural
-.082
-.804
control
Model 1 Manifest popularity
Constant
1.376
.310
Attitude
.295
2.027*
Subjective norm
.045
.415
Perceived behavioural
-.081
-.784
control
Manifest popularity
-.014
-.095
Model 2 Latent popularity
Constant
.715
.377
Attitude
.204
1.892
Subjective norm
.070
.666
Perceived behavioural
-.090
-.900
control
Latent popularity
.227
2.247*

R2

Adj.R2

ΔR2

.096

.068

.096

.096

.058

.000

.142

.106

.046

*Regression is significant at the 0.05 level (2-tailed), p<.05.
** Regression is significant at the 0.01 level (2-tailed), p<.01

As can be seen in Table 4-14, in Step 1 of both of the analyses, attitude, subjective norm
and perceived behavioural control accounted for a significant 9.6 per cent of the
variance in intention to wear branded clothes, adjusted R2 = .068, F3,96 (n=100) = 3.406,
p = .021. Only when the latent popularity variable was added was there a significant
change in the F value of F1,95 (n=100) = 5.047, p = .021. In Step 2 of model 2, the
theory of planned behaviour constructs and latent popularity accounted for a significant
14.2 per cent of the variance in intention to wear branded clothes, adjusted R2 = .106,
F4,95 (n=100) = 3.924, p = .005. Latent popularity also accounted for a significant
proportion of unique variance in behavioural intention (refer to Table 4-14). By Cohen’s
(1988) conventions, a combined effect of this magnitude is considered “medium” (ϝ2 =
.166). Compared with the models analysed in sections 4.5 and 4.6, the independent
variables in this model have a larger differential effect on behavioural intention with a
substantial increase in effect (ϝ2 = .166 versus ϝ2 = .106 and ϝ2 = .101). This objective
and standardised measure of the magnitude of the observed effect enables comparison
of the strength of the relationship between the variables between models (Field 2013).
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Results of the regression analysis reveals that if popularity is measured via a projective
technique weighted by importance, then the construct adds to the predictive validity of
the theory of planned behaviour. This result is perhaps not unexpected because the selfcompletion questionnaire which measured manifest popularity was designed according
to Ajzen (2002) with the aim of measuring accessible beliefs about the behaviour.
Further, the ability of latent popularity (but not manifest popularity) to improve the
prediction of behavioural intention supports the inclusion of popularity as a latent
function of wearing branded clothes. It should be noted however, that the functions of
the behaviour need to be measured appropriately such as using a projective technique
which enables the participant to express their beliefs about the latent functions of the
behaviour. Findings support Hypothesis 7 that the addition of latent popularity improves
the predictive validity of the theory of planned behaviour model, therefore this
hypothesis cannot be rejected.
The research model has been updated to reflect these results as shown in Figure 4-8.
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Figure 4-8: Predictors of behavioural intention including latent popularity
4.8

Characteristics of children with more or less positive attitudes towards

wearing branded clothes (research question 4)
Research question 4 examined the characteristics of children who have more or less
positive attitudes towards wearing branded clothes. In Ajzen’s (2005) terms, the
characteristics under consideration were the background factors which may relate to or
influence the beliefs people hold about a certain behaviour. For the present study, the
behavioural beliefs analysed were (1) wearing branded clothes enhances peer-value and
peer-value is important to the child, and (2) wearing branded clothes enhances
popularity and popularity is important to the child. These beliefs were the strongest
predictors of behavioural intention. They also represent a manifest function and a latent
function of the behaviour of wearing branded clothes.
Peer-value (manifest function) and popularity (latent function) were chosen to represent
positive attitudes because of the theoretical link between peer-valued characteristics of
114

having wealth, dressing well, being funny and being attractive and popularity or high
peer status in children (Vaillancourt & Hymel 2006). The present study supported the
link between peer-value and behavioural intention (refer to section 4.6), and the link
between popularity and behavioural intention, with latent popularity also having a
unique contribution to the prediction of behavioural intention (refer to section 4.7).
Both the numerical values of peer-value and latent popularity were converted to
categorical data8 to be able to segment the children into two groups, those with: (1)
more positive attitudes towards wearing branded clothes, and those with (2) less
positive attitudes towards wearing branded clothes. To profile the children based on
beliefs on the basis of manifest and latent functions of behaviour (Merton 1996), two
segmentation analyses were conducted.
Segmentation 1: Popularity (latent function)
First, popularity, a latent function of the behaviour, was used to segment the
sample into two groups (based on the median of the scores) representing
children with more and less positive attitudes towards wearing branded clothes.
These groups were then compared to identify significant differences in terms of
background factors: individual factors (characterising children according to
perceived social acceptance and self-esteem); social factors (characterising
children according to parental influence, peer influence and the
sociodemographic variables of socioeconomic status, age and sex); and
informational factors (characterising children on the basis of their exposure to
advertisements and to media in general via television and the internet).
Segmentation 2: Peer-value (manifest function)
Second, peer-value scores representing a manifest function of the behaviour,
were used to segment the sample into two groups (based on the median of the

8

MANOVA was considered as a statistical method to analyse the data, as the response variables were
numerical, however the decision was taken to segment the data, grouping the children on the basis of
more or less positive attitudes to wearing branded clothes. Chi-square was then used to test for significant
differences between the groups.
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scores) representing children with more and less positive attitudes towards
wearing branded clothes. Again, the two groups were then compared to identify
significant differences in terms of background (individual, social and
informational) factors.
The variables used to test for differences between groups are listed in Table 4-15.
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Table 4-15: Variables used to test for differences between children with more or less
positive attitudes towards wearing branded clothes
Measures

Definitions

Variable type

Variables (basis of segmentation)
Segmentation 1 base
Popularity (latent)

Popularity as a latent function of the
behaviour of wearing branded clothes

Segmentation 2 base
Peer-value (manifest)

Sum of peer-value behavioural beliefs
(attractive, confident and cool) regarding
manifest function of the behaviour
Variables - background factors
Individual factors
Perceived social competency multiplied
by importance of social acceptance
Global self-worth items
Social factors
Parental Influence
Child has seen Mum or Dad wearing
branded clothes (‘modelling’ behaviour)
Parent has a history of dressing child in
branded clothes over last 10-12 years
Parent currently buys branded clothes for
their child

Perceived social
acceptance
Self-esteem

Parent wears brands
Branded childhood
Parent buys brands
for child now
Child’s wardrobe

Percentage of child’s wardrobe which
contains branded clothes

Branded sports shoe

Brand of child’s sports shoes for school

Child’s shopping
influence

Extent of child’s influence when
choosing and purchasing clothes for self

Peer influence

Socioeconomic status
(SES)

Peer influence
Social norms of peers (friends,
classmates and siblings, if relevant)
Sociodemographic characteristics
Based on reporting by child of place of
residence and the relative social
disadvantage of the area

Categorical
(more or less
positive attitude)
Categorical
(more or less
positive attitude)

Categorical (high/low)
Categorical (high/low)

Categorical (yes/no)
Categorical (yes/no)
Categorical (always/sometimes/
rarely/not in the last 12 months)
Categorical
(low 0-20%; medium 21- 35%;
high 36-100%)
Categorical (branded/not
branded)
Categorical
(little to no; equal;
considerable to total influence)
Categorical
(Low/Medium/High)
Categorical
(Low/Medium/High)
Categorical
(10, 11 or 12)
Categorical
(Male or Female)

Child’s age

Age of child in years

Child’s sex

Sex of child

Exposure to television
advertisements

Informational factors
Media
Children’s exposure to commercial
advertisements (ads) via television (TV)
Children’s exposure to commercial
advertisements (ads) via the internet
(Net)

Categorical (No/Yes)

Days of week watch
television

Number of days children days watch
television (TV) during the school week

Categorical
(0, 1-2, 3-5 days)

Days of week access
the internet

Number of days children are on the
internet (Net) during the school week

Categorical
(0, 1-2, 3-5 days)

Exposure to internet
advertisements
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Categorical (No/Yes)

The comparison of groups was undertaken by performing cross-tabulations; and
significant differences between groups were identified using Chi-square tests. Where
independent variables were not categorical, dummy variables were created to produce
categories. Assumptions of independence and expected frequencies (Allen & Bennett
2008) were met.
It was hypothesised that children with more positive attitudes towards wearing branded
clothes would be characterised by individual factors such as higher perceived social
acceptance (H8) and self-esteem (H9); and more influenced by social factors including
parents (H10) and peers (H11). The social factor, sociodemographic variables (H12), was
also considered but not expected to characterise the two groups. Further, media (H13)
(specifically television and online advertisements), an informational factor, was not
hypothesised to characterise children with more positive or less positive attitudes. These
hypotheses are diagrammatically illustrated in Figure 4-9 which includes the findings of
the first three research questions, and proposes the background factors which
characterise children with more positive attitudes to behavioural intention. These more
positive attitudes are in relation to the behavioural beliefs which were the strongest in
predicting behavioural intention, illustrated by darker shadings. The background factors
hypothesised to characterise children with more or less positive attitudes to wearing
branded clothes are shaded, whereas factors hypothesised not to be associated with
attitudes are not shaded.
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Figure 4-9: Proposed theoretical model of the background factors that characterise
children with more positive attitudes to behavioural intention
4.8.1

Individual background factors

Results of the cross tabulations and significance tests for children with a more or less
positive attitudes towards wearing branded clothes in terms of individual factors are
summarised in Table 4-16.
Table 4-16: Significant differences between children with more and less positive
attitudes towards wearing branded clothes: individual factors
Segmentation 1
Latent: popularity
Background factors individual
Perceived social
acceptance 9
Self-esteem

Low
High
Low
High

Less
positive
attitude
(%)
n/a
n/a
49
51

More
positive
attitude
(%)
n/a
n/a
51
49

p value
n/a
n/a
.841

Segmentation 2
Manifest: peer-value
Less
positive
attitude
(%)
66
34
45
55

More
positive
attitude
(%)
34
66
55
45

p value
.001**
.316

** Significant at the 0.01 level (2-tailed), p<.01

9

As both this measure and the measure of latent popularity include the item of ‘importance of popularity’ from Harter’s (1985) self-

perception profile for children, the two variables cannot be analysed in relation to each other.
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As can be seen in Table 4-16, children with more positive attitudes towards wearing
branded clothes because they feel it enhances their peer-value (segmentation 2) are also
more likely than other children to perceive that they have high levels of social
acceptance (p =.001). Popularity was unable to be analysed (refer to footnote 9 under
Table 4-16). Therefore hypothesis 8 is partially supported and so cannot be rejected.
Children with more positive attitudes towards wearing branded clothes either because
they feel it enhances their popularity (segmentation 1) or because they feel it enhances
their peer-value (segmentation 2) are not significantly different from children with less
positive attitudes towards wearing branded clothes in terms of their self-esteem (p =.841
and p =.316 respectively), therefore hypothesis 9 is rejected.
4.8.2

Social background factors

For both segmentations, results of the cross tabulations and significance tests for
children with a more or less positive attitudes towards wearing branded clothes in terms
of social factors are summarised in Table 4-17.
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Table 4-17: Significant differences between children with more and less positive
attitudes towards wearing branded clothes: social factors
Segmentation 1
Latent: popularity
Less
More
positive positive
p value
attitude
attitude
(%)
(%)
Parental influence
Yes
50
50
1.00
No
50
50
Yes
34
66
.003**
No
70
30
Sometimes
32
68
.019*
Rarely
70
30
Never
62
38
Low
61
39
.002**
Medium
69
31
High
13
88
No brand
73
27
.137
Brand
48
52
Low
56
44
.252
Equal
41
59
High
65
35
Peer influence
Low
51
49
.917
Medium
52
48
High
47
53
Sociodemographic characteristics
Low
45
55
.683
Medium
55
45
High
50
50
Female
57
43
.105
Male
40
60
10 years
51
49
.977
11 years
40
60
12 years
50
50

Background factors social

Parent wears
brands
Branded childhood
Parent buys brands
for child now
Child’s wardrobe
Branded
sports shoes
Child’s shopping
influence

Peer influence

Socioeconomic
status
Child’s sex
Child’s age

Segmentation 2
Manifest: peer-value
Less
positive
attitude
(%)

More
positive
attitude
(%)

44
75
46
64
36
56
87
72
37
33
69
51
56
41
65

56
25
54
36
64
44
13
28
63
67
31
49
44
59
35

73
42
36

27
58
64

.006**

40
52
69
63
40
43
53
45

60
48
31
37
60
57
47
55

.139

p value

.012*
.138
.004**

.002**

.212
.137

.081
.418

* Significant at the 0.05 level (2-tailed), p<.05
** Significant at the 0.01 level (2-tailed), p<.01

4.8.2.1 Parental influence
In both segmentations, children with more positive attitudes towards wearing branded
clothes are more likely to have parents who buy them branded clothes (segmentation 1:
p =.019, segmentation 2: p =.004), and who have a wardrobe with a higher percentage
of branded clothes (segmentation 1: p =.002, segmentation 2: p =.002). Children who
believe that wearing branded clothes enhances their popularity, are also more likely to
have parents who dressed them in branded clothes when they were younger (p=.003)
Whereas, children who believe that wearing branded clothes will enhance their peer121

value are more likely to have parents who themselves dress in branded clothes (p=.012).
Children with more positive attitudes are not significantly different from children with
less positive attitudes in terms of the extent to which their parents provide them with
branded sports shoes (segmentation 1: p =.137, segmentation 2: p =.212), or the degree
of influence they have when shopping (segmentation 1: p =.252, segmentation 2: p
=.137). Results of the analysis (Table 4-17) therefore provide support for hypothesis 10.
Generally speaking, children with more positive attitudes towards wearing branded
clothes are characterised by greater parental influence. Therefore hypothesis 10 cannot
be rejected.
4.8.2.2 Peer influence
Children with more positive attitudes towards wearing branded clothes because they
believe it enhances their peer-value are also more influenced by their peers
(segmentation 2: p =.006). However, children with more positive attitudes towards
wearing branded clothes because they believe it will enhance their popularity are not
more influenced by their peers than children with less positive attitudes (segmentation
1: p =.917). Results of the analysis (Table 4-17) provide partial support for hypothesis
11. Therefore hypothesis 11 cannot be rejected.
4.8.2.3 Sociodemographic characteristics
Children with more positive attitudes towards wearing branded clothes were not
significantly different from children with less positive attitudes in terms of their
socioeconomic status (segmentation 1: p =.683, segmentation 2: p =.139), sex
(segmentation 1: p =.105, segmentation 2: p =.081) or age (segmentation 1: p =.977,
segmentation 2: p =.418). These results (Table 4-17) provide support for hypothesis 12.
Therefore, hypothesis 12 cannot be rejected.
4.8.3

Information background factors

Results of the cross tabulations and significance tests for children with more or less
positive attitudes towards wearing branded clothes in terms of informational factors are
summarised in Table 4-18.
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Table 4-18: Significant differences between children with more and less positive
attitudes towards wearing branded clothes: informational factors
Segmentation 1
Latent: popularity
Less
positive
attitude
(%)

More
positive
attitude
(%)

No

55

45

Yes
No
Yes
0-2 days
3-5 days
1-2 days
3-5 days

48
60
53
45
55
40
54

52
40
47
55
45
60
46

Background factors informational
Exposure to
television
advertisements
Exposure to internet
advertisements
Days of week
watch television
Days of week
access the internet

Segmentation 2
Manifest: peer-value

p value

Less
positive
attitude
(%)

More
positive
attitude
(%)

p value

.572

55

45

.572

48
60
53
45
55
40
54

52
40
47
55
45
60
46

.748
.452
.341

.748
.671
.220

Children with more positive attitudes towards wearing branded clothes were not
significantly different from children with less positive attitudes in terms of their
exposure to media, hypothesis 13. Exposure to television advertisements (segmentation
1: p =.572, segmentation 2: p =.572), exposure to internet advertisements (segmentation
1: p =.748, segmentation 2: p =.748), days of week watch television (segmentation 1: p
=.452, segmentation 2: p =.671), and days of week access the internet (segmentation 1:
p =.341, segmentation 2: p =.220). These results (Table 4-18) provide support for
hypothesis 13. Therefore, hypothesis 13 cannot be rejected as there is no evidence to
support the influence of media on more positive attitudes towards wearing branded
clothes.
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4.8.4

Summary of background factors

Figure 4-10: Background factors characterising children with more positive attitudes
(based on peer-valued and popularity) to wearing branded clothes.
The theoretical model in Figure 4-10 has been updated to reflect the results of research
question 4. As can be seen in Figure 4-10, parental influence, and to a much lesser
extent, peer influence (both as individual and social factors), are important background
factors characterising children with more positive attitudes towards wearing branded
clothes.
4.9

Chapter summary

Children who have stronger intention to wear branded clothes have more positive
attitudes towards wearing branded clothes based on two beliefs: that wearing branded
clothes will enhance their (1) peer-value and (2) popularity. These findings lend support
to the peer-valued characteristics noted by sociologists as linked with popularity or high
peer status among this age group.
Subjective norm and perceived behavioural control did contribute to the prediction of
behavioural intention however they were weak predictors compared to attitude. Using a
projective technique to measure latent popularity increased the predictive validity of the
theory of planned behaviour model. Measuring popularity as a latent belief supported
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Merton’s (1968) approach to analysing behaviour in terms of both latent and manifest
functions.
Results provide evidence for the influence of social factors on children’s attitudes
towards wearing branded clothes. Generally speaking, children with more positive
attitudes towards wearing branded clothes are more likely to have a higher percentage
of branded clothes in their wardrobe, and also have parents who currently buy them
branded clothes. Children who have positive attitudes because they believe wearing
branded clothes will enhance their popularity (a latent function) are more likely to have
parents who dressed them in branded clothes when they were younger, thereby
providing them with long-term brand wearing experience. Children who have positive
attitudes because they believe wearing branded clothes will enhance their peer-value (a
manifest function) are more likely to have parents who themselves dress in branded
clothes, thereby modelling the behaviour.
Results also provide evidence of the influence of peers, although peer influence was not
as strong as parental influence as it only applies to children who have positive attitudes
because they believe wearing branded clothes will enhance their peer-value (a manifest
function). These children are more likely to have higher perceived social acceptance,
feel their social acceptance is important to their self-worth and perceive stronger peer
influence (in terms of social norms). There was no evidence to suggest that children
who have positive attitudes because they believe wearing branded clothes will enhance
their popularity (a latent function) are influenced by peers.
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Chapter 5 Discussion
5.1

Introduction

Chapter 5 provides a discussion of findings in relation to past research and the
implications for theory and practice. It begins with an overview of key results within the
framework of the theory of planned behaviour. First, Chapter 5 discusses the relatively
weak influence of subjective norm and perceived behavioural control on intention to
wear branded clothes. Second, given that attitude is the most significant predictor of
behavioural intention, behavioural beliefs antecedent to attitude are discussed. Third,
characteristics of children with more positive attitudes towards wearing branded clothes
are explored, including the influence of individual, social and informational factors on
attitudes. Considerations relevant to conducting research with children are discussed in
relation to measurement of the theory of planned behaviour constructs directly through
manifest functions, and indirectly through latent functions of brand wearing behaviour.
5.2

The role of subjective norm and perceived behavioural control

In the present study, the majority of children (61 per cent) indicated (through their use
of brand names when describing their clothes) intention to wear branded clothes to their
next school mufti-day. Overall, findings support the use of the theory of planned
behaviour as a framework for investigating children’s intention to wear branded clothes.
Specifically, the theory of planned behaviour constructs predicted 9.2 per cent of the
variance in behavioural intention, although only attitude, not subjective norm or
perceived behavioural control, uniquely contributed to the prediction of behavioural
intention. Results are discussed in light of prior studies of children and brands, and in
terms of possible explanations for subjective norm and perceived behavioural control
being only weak predictors of behavioural intention.
Subjective norm and perceived behavioural control were weak predictors of behavioural
intention. Ajzen and Fishbein (2005) acknowledge that for some behaviours or
populations under investigation, one or two of the three determinants of behavioural
intention (attitude, subjective norm and perceived behavioural control) may be less
important in terms of their influence on behavioural intention. If this is the case, then
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such determinants may make no significant contribution to the prediction of behavioural
intention. Despite this, the framework of the theory of planned behaviour has been well
supported by empirical evidence in a variety of contexts (for example, Conner et al.
2011; Pang, Bo et al. 2018; Wray et al. 2018). As noted by Ajzen (1991), although in
the 16 studies reviewed, the predictor variables varied in terms of their statistical
contribution to behavioural intention, the theory and its principle constructs were well
supported. Specifically, attitude towards the various behaviours made significant
contributions to behavioural intention in all but one of the studies. Results for subjective
norm were mixed with no clearly discernible pattern in the various studies, however
perceived behavioural control was significant in every study.
In the present study, it was hypothesised that both attitude and subjective norm would
be strong predictors of behavioural intention. Consistent with previous studies, attitude
was the strongest predictor of intention to wearing branded clothes. In a study on
children’s brand behaviour (defined as children’s brand requesting and brand buying),
Pagla and Brennan (2014) found that brand attitude was the primary influence on brand
behaviour. Preadolescent children in particular have been found to have more positive
attitudes towards wearing branded clothes or other apparel (Elliott & Leonard 2004;
Hamilton 2012; Roper & Shah 2007). Because of the cognitive and social development
level of the children in the present study and the peer-based school environment,
subjective norm was expected to be a significant predictor of behavioural intention. In
preadolescence, peers become more important and children are able to make social
comparisons (Harter 2012) which enables the development of social norms. Children in
preadolescence wear branded clothing for the social purpose of fitting in and avoiding
social stigma (Pilcher 2011). Moreover, Hémar-Nicolas and Rodhain (2017) found that
branding is part of children’s social interactions and cultural lives because children use
brands in their childhood routines and rituals independently of the possession and use of
branded products.
Subjective norm is defined as the likely approval or disapproval of a behaviour by
people important to the individual such as parents and friends (Ajzen & Fishbein 1980).
When aggregated, normative beliefs regarding the perceived views of various
significant others, are assumed to exert social pressure on the individual to engage or
not engage in the behaviour (Ajzen & Fishbein 2005). Given that that present study
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found that attitude and not subjective norm was the strongest determinant of behavioural
intention, the question remains: do children perceive any social pressure to wear
branded clothes? When socialising with peers such as at a school mufti-day, it may be
the convention to wear casual clothes, however whether the clothes are branded or not
may have more to do with the children’s attitudes towards branded clothes rather than
social pressure which is linked to the expectations of peers. Rakoczy and Schmidt
(2013) suggested that wearing certain clothes may be a clothing convention (how things
are usually done) rather than subjective norm (rules that can be enforced), the former
being a weaker influence than the latter. Subjective norm is applicable to any individual
in similar circumstances, socially constructed and context specific, whereas clothing
conventions may not be normative, being arbitrary social regularities shared by a
community (Rakoczy & Schmidt 2013). Children understand basic properties of
conventionality and expect others to obey these conventions, however this may not be a
normative expectation of what others ought to do (Rakoczy & Schmidt 2013). This
distinction highlights the difference between descriptive norms and injunctive norms
which may offer a better explanation of the findings of the present study.
In the present study, Ajzen’s (1991) definition of subjective norm which includes
normative beliefs and motivation to comply, were applied. In a study of preadolescent
and adolescent children’s breakfast choices, Conner et al. (2011) applied a modified
version of the theory of planned behaviour based on Ajzen and Fishbein’s (2005)
suggestion of a more differentiated two factor model (Conner & Sparks 2005). In this
approach, both injunctive norms (perceptions about others’ approval) and descriptive
norms (perceptions of others’ behaviour) were included as items in the questionnaire.
Although Ajzen’s (1991) original theory of planned behaviour model includes
injunctive norms and motivation to comply, it does not address perceptions of others’
behaviour as an influence on behavioural intention. The latter may better describe the
social pressure perceived by preadolescents in the context of the present study.
Wearing branded clothes may be a type of activity in which perceived prevalence (the
number of people performing a behaviour) has more influence on children than social
approval (how much people approve of the behaviour). This supposition is partly
supported by the significant finding that parents who wear branded clothes have
children with more positive attitudes towards this behaviour. The item measuring
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child’s perception of parents wearing branded clothes, although not part of the theory of
planned behaviour questionnaire addressed the issue of descriptive norms in relation to
parents. In their study of physical activity and preadolescents, Paek et al. (2012) found
that descriptive norms but not injunctive norms exert a significant positive effect on
behavioural intention. In fact, injunctive norms had the opposite effect. As with the
present study, the injunctive norm variable (subjective norm) was a suppressor variable
because its Pearson correlation with the dependent variable and its beta coefficient in
the regression model had different signs to other variables. If descriptive norms (rather
than only injunctive norms) had been included in the theory of planned behaviour
questionnaire of the present study, then it is possible that the predictive power of
subjective norm would have been greater.
In a study of preadolescents’ smoking behaviour, Hiemstra et al. (2012) found no
significant association between subjective norm and children’s behaviour. Hiemstra et
al. (2012) hypothesised that the effects of subjective norm of friends were too small to
remain significant in the multivariate analysis performed to predict behaviour. In the
present study, data from the subjective norm questions were used as a proxy to measure
peer influence on behavioural beliefs antecedent to attitude. The specific behavioural
belief that was predicted by peer influence was that wearing branded clothes enhanced
peer-value, that is brands make you look attractive, cool and confident. It is possible
that the cognitive and social level of children in the present study resulted in subjective
norm influencing behavioural intention through attitude rather than directly predicting
behavioural intention. Theoretically, this supposition is supported by an assessment of
the nine behavioural beliefs included in the present study as antecedents to attitude, as
all of the beliefs relate to social acceptance through characteristics that gain peer-value
or prevent social exclusion (refer to the list in Table 4-6, Section 4.5.2). Statistically this
supposition is also supported as attitude and subjective norm were significantly
correlated (r = .356, p = .000).
Ajzen (1991) suggested that personal considerations may tend to overshadow the
influence of subjective norm or perceived social pressure. At the preadolescent stage of
development, the predominant social need is peer acceptance (Harter 2012). It is at this
stage that the child’s peer group gains greater significance and becomes a major source
of self-esteem (Harter 2012). Children feel the need to win approval by demonstrating
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specific competencies that are valued by society and begin to develop a sense of pride in
their accomplishments (Erikson 1968). Some children who intend to wear branded
clothes believe that by doing so they will gain peer-value and they were influenced in
this belief by their perception of social acceptance within their peer group. The personal
need for social approval may be driving children’s brand wearing behaviour rather than
social pressure.
Given the predominance of younger preadolescent children in the sample (10 and 11
years), the children may not perceive social pressure to wear branded clothes because of
their stage of development. Children at 10 to 11 years are moving from social
comparison for the purpose of self-evaluation and internalisation of other’s opinions and
standards (which come to function as self-guides) to less overt social comparisons and
compartmentalised attention to internalisation of different standards and opinions of
those in different relational contexts (Harter 2012). Parental opinions and standards are
still the driving force for children’s behavioural intention, however the positive
reinforcement of being accepted when children wear branded clothes may also influence
their behavioural learning. For some children, this social learning influenced by peers is
more likely later in their development (14 to 16 years) when they become aware of the
differing standards and opinions of parents and peers representing conflicting selfguides for behaviour. A lack of awareness of differing and perhaps conflicting social
pressures may explain why children’s subjective assessment of the social situation is
expressed through attitude and relevant beliefs rather than a conscious perception that
there is social pressure from peers to wear branded clothes.
Ajzen’s (1991) review of studies using the theory of planned behaviour showed
perceived behavioural control to be a predictive factor of behavioural intention or
behaviour in all 16 studies. However, a review of studies with preadolescents revealed
that this is not always the case. Studies conducted by Bai et al. (2014); Conner et al.
(2011) and Hiemstra et al. (2012) found that attitude was the predominant predictor of
behavioural intention or behaviour, with subjective norm significant in two of the
studies; and perceived behavioural control not predicting behavioural intention or
behaviour in any of the studies. Other studies with children found that all three
determinants of behavioural intention including perceived behavioural control were
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significant predictors of behavioural intention with varying degrees of strength (Freitag
& Dunsmuir 2015; Paek et al. 2012; Pang, Bo et al. 2018; Wray et al. 2018).
For the present study, the theory of planned behaviour (Ajzen 1991) was chosen over
the theory of reasoned action (Fishbein & Ajzen 2010) as the theoretical framework due
to the inclusion of the additional construct, perceived behavioural control. Intuitively, it
was thought that preadolescent children would have low to medium control over the
clothes they wear to school on mufti-day, and it was assumed that their reasoning was
developed sufficiently to understand this. Other studies have demonstrated that most
children perceive they have control over what they wear (Edwards 2009; Shoham &
Dalakas 2005; Tinson et al. 2008), whether they do or not, although some children are
able to identify realistic constraints on their ability to wear branded clothes (Pilcher
2011). Results of the present study suggest that perceived behavioural control is a weak
predictor of intention to wear branded clothes, which is in line with the findings of prior
research.
As highlighted by Ajzen (1991) the three determinants of behavioural intention interact
with each other (highlighted with thicker arrows in Figure 5-1) and although the model
does not show antecedent variables there are “possible feedback effects of behaviour on
the antecedent variables” (Ajzen 1991, p. 181). In other words, past behaviour informs
intended behaviour.

131

Figure 5-1: Interaction between determinants of behavioural intention
The present study supports the interaction between the determinants of attitude and
perceived behavioural control, as a review of the measurement tools revealed that four
of the five control beliefs were linked to parental behaviours, presumably as a reflection
of children’s attitude towards wearing branded clothes. Control beliefs included parents
allowing the children to choose, buy and wear their own clothes, being able to afford the
clothes they want, and the clothes being clean and ready to wear. The fifth control belief
related to school rules or guidelines regarding what could be worn on mufti-days. Given
that parents significantly contribute to the consumer socialisation of children, (Hayta
2008; Valkenburg & Cantor 2001; Ward 1974), in particular their attitudes (Edwards
2009; Ji 2002; Pagla & Brennan 2014), it is not surprising that the parent-oriented
control beliefs may not prove significant against the stronger behavioural beliefs
antecedent to attitude.
According to Ajzen (1991), behavioural intention can find expression in behaviour only
if the behaviour in question is under volitional control. Children must perceive that they
have the power to choose the clothing they will wear on the next mufti-day. Potential
barriers to children wearing their choice of clothing mostly related to parental control. If
parents have a more positive attitude towards wearing branded clothes, then it is likely
that they, the parents, will have provided such clothes to their children. Even the control
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belief regarding affordability of branded clothes is unlikely to be perceived as a barrier
given the number of stores providing low cost premium branded clothes for children.
Such clothes may be priced at a premium in comparison to store owned generic brands,
however they are still economically viable for the store’s target market of a family on an
average income, for example: Target Australia promoting the store as “making fashion,
style and quality affordable for the whole family”(Target Australia 2018). Therefore, it
is not surprising that most children in the present study perceived that they have control
over whether they will wear branded clothes.
Although Ajzen’s model does not graphically illustrate the connection, he
acknowledges that antecedent variables are “possible feedback effects of behaviour on
the antecedent variables” (Ajzen 1991, p. 181). Therefore, it is presumed that children’s
perceptions that they have control over what they wear at the next school mufti-day is
based on their past experience. Parents may have provided their children with branded
clothes to wear in the past. Children either have branded clothes in their wardrobe or
they do not. If they do not, then they are unlikely to express any intention to wear
branded clothes. Even though perceived behavioural control did not have a uniquely
significant contribution to predicting behavioural intention, it was the only determinant
that had a negative t-value (mean of the sample with a certain number of observations
(n)). The t-value was too small to be significant, however it was negative indicating that
if children perceived they had more control, then they would be less likely to intend to
wear branded clothes. On the other hand, if children perceived they had less control,
then they were more likely to intend to wear branded clothes. The pattern emerging is as
follows: stronger intention to wear branded clothes is predicted by more positive
attitude towards branded clothes and less perceived control. It may be that the lower
perceived control expressed by brand wearers may reflect the attitudes of parents who
exert greater influence over the available wardrobe.
The relative influence of attitude over subjective norm on children’s intention to wear
branded clothes has ethical implications for marketers. In marketing to children,
organisations need to go beyond purely contractual and legal obligations and consider
the totality of moral obligations and responsibilities (de La Ville 2014). As parents are
the primary purchasers of clothing for this age group, albeit influenced to varying
degrees by the child, any ethical brand relationship needs to be considered in terms of
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the three-fold relationship between the retailer (marketer), parent (buyer) and user
(child). Such a relationship begs the question: “Where does corporate social
responsibility end and when does parental or child consumer self-responsibility begin?”
(de La Ville 2014, p. 7). There are many examples of marketing to children which
highlight that agreeing on socially acceptable common grounds to create beneficial
offerings for children is sometimes “a quite risky endeavour” (de La Ville 2014, p. 7).
In providing clothing options for children, socially responsible marketers need to meet
the needs of both the children and parents.
The aforementioned brand relationship development (refer to Section 2.3.1) commences
with brand awareness (Kelly et al. 2016). Such brand awareness is encouraged by
parents in the present study and can this brand awareness can ultimately lead to brand
attachment (Lampert & Paus-Hasebrink). Although the present study did not examine
children’s specific brand relationships, it did demonstrate a strong association between
children’s brand attitudes and peer status. Given the range of brands mentioned by
children in the present study, as they described clothes they intended to wear at the
school mufti-day, it would appear on the surface that children are forming relationships
with brands. As Searcy (2007) conceptualised, one of the ways children develop and
maintain self-esteem is through associations with peers and family but also vicarious
associations with designers and clothiers: “This lends insight into why clothes and
purchasing brand name merchandise is important to many adolescents…an adolescent
may not gain self-esteem, but she or he will be assured not to lose any self-esteem, since
they are viewed as stylish” (Searcy 2007, p. 124).
Parents may also need to consider their own behaviour in relation to branded clothes.
Given the evidence that suggests attitudes are the strongest influence on brand
relationships, and parents have a strong influence on children’s attitudes (Pagla &
Brennan 2014), parents should reflect on the impact of their own brand relationships
and behaviour on their children. Parents need to understand the implications of their
children wearing branded clothes, in order to make informed decisions regarding
whether the practice of developing brand relationships is in the best interest of their
child.
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5.3

Attitudinal beliefs that predict behavioural intention

Being focused on children’s brand wearing intention in a specific social setting, the
present study does not present a total picture of brand wearing behaviour of children in
this age group (10 to 12 years). It does, however contribute to an understanding of the
behavioural beliefs that are antecedent towards more positive attitudes to wearing
branded clothes. The present study highlights the role of parents in forming and
maintaining such behavioural beliefs. The behavioural beliefs of peer-value and
popularity (in combination with subjective norm and perceived behavioural control),
significantly predicted 14.2 per cent of the variance in behavioural intention. Peer-value
and popularity uniquely contributed 3.2 per cent (peer-value) and 4.6 per cent
(popularity) to predicting behavioural intention. Peer-value was a summation of
manifest behavioural beliefs that wearing branded clothes would enhance attractiveness,
confidence and coolness and that these consequences were important to the child.
Popularity was the latent behavioural belief that wearing branded clothes would
enhance popularity; and that popularity was important to the child.
Peer status is increasingly important for children as they approach adolescence given
that early adolescence (11 to 13 years) is the point at which children transfer
dependency from parents to peer relationships, with peer status becoming a critical
determinant of self-esteem (Harter 2012). Children’s belief that wearing branded clothes
will enhance their peer-value is supported by prior research (Ross & Harradine 2004;
Swain 2002). Although other studies have included reports of children associating
brands with attributes such as being cool, they have tended to concentrate on children
from low socio-economic groups who are trying to avoid social stigma (Pilcher 2011)
and stop teasing and bullying (Elliott & Leonard 2004; Roper & Shah 2007). In the
present study, fitting-in beliefs (fitting-in, not being teased or bullied, not embarrassed)
were not significant in their own right. It is possible in this instance that the variable of
fitting-in was overshadowed by peer-value. There was a statistical relationship between
peer-value and fitting-in, given the decrease in the t-value for the peer-value variable
once the fitting-in variable was introduced into the model. Alternatively it is possible
that the difference in emphasis between peer-value and fitting-in is a reflection of the
fact that many of the prior studies are from the United Kingdom which differs from
Australia in that children in the United Kingdom do not all wear school uniforms (Roper
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& Shah 2007). In Australia, not wearing a school uniform is the exception. The majority
of children wear school uniforms with some schools even dictating the type and colour
of shoes, sports and everyday footwear. It is only on mufti-days and outside school that
children can display their branded apparel, whether that be shoes or clothes. This
difference between countries may have an influence on the meaning children assign to
brands, as Australian children build their peer-value without the assistance of branded
clothes for the majority of their interactions with peers.
In terms of using brands to improve peer status, the difference between the defensive
action of avoiding bullying (fitting-in) and the aspirational desire to enhance peer-value
with a view to increasing popularity should be acknowledged. Popularity tends to be
equated with attractiveness and style of clothing (de Bruyn, E. H. & van den Boom, D.
C. 2005) For example, LaFontana and Cillessen (2002) revealed that the better-looking
adolescents with more spending power tended to be more popular. Popular children
were the trendsetters and fit the adage that ‘clothes make the person’. Children
recognised as such by their peer group, tended to report higher levels of self-esteem.
Higher self-esteem as a function of peer status would explain children’s prioritisation of
popularity over friendships (LaFontana & Cillessen 2010). Children use their available
resources to improve their peer status and if wearing branded clothes is seen to enhance
peer-value, then children will have more positive attitudes towards brands.
There are two forms of high peer status, popularity and social acceptance, with the
former typified by having power over others (de Bruyn & Cillessen 2006). By
preadolescence, positive behaviours are associated with social acceptance, whereas a
combination of socially acceptable and unacceptable behaviours is associated with
popularity (Mayeux et al. 2011). As Mayeux et al. (2011, p. 97) state: “The young
queen bee is a paradox. She acts kindly toward some peers, yet knows that being nasty
to others will help her climb the social ladder.” Studies have shown that popularity in
adolescence is associated with substance abuse, academic disengagement and sexual
behaviour. Popular adolescents are particularly likely to experiment with risky
behaviours due to their desire to maintain their dominant status over peers (Mayeux et
al. 2011). Alternatively, popularity like social acceptance, has also been found to be
associated with co-operation, helpfulness, good leadership, kindness and trustworthiness
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(Mayeux et al. 2011). Wearing branded clothes for the purpose of enhancing peer-value
is associated with increased popularity, not necessarily increased social acceptance.
Implications for parents in children’s use of brands to enhance peer status relate to
overall well-being and positive feelings of self-worth as children enter the difficult
phase of adolescence. Peer-valued characteristics such as being attractive and dressing
well, interpreted by some children (and their parents) as wearing branded clothes, may
enable popular children to escape consequences for unacceptable behaviour such as
aggression due to their popularity (Mayeux et al. 2011; Vaillancourt & Hymel 2006).
However, using branded clothing to enhance attractiveness may also undermine the
child’s feelings of self-worth (Harter 2000). Peer status gained from external factors
may not contribute to internal confidence, unlike internal attributes such as academic
ability, athletic prowess and social connectedness (Mayeux et al. 2011).
Children need a balance between peer-salient domains (such as physical appearance,
likability by peers and athletic competence) and adult-oriented domains (such as
scholastic competence and behavioural conduct) (Harter 1985). There is a cross-over
between peer-salient domains and adult-oriented domains. Lack of peer-value is
predicted by peer-salient domains (Harter 2012), however, as highlighted in Harter’s
model (Figure 5-2), parents still have an important role to play in maintaining the health
of their children in the preadolescent and adolescent stages of development.

Figure 5-2: Model of peer-salient and adult-oriented domains on suicidal ideation
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Healthier adjustment to the stressors of parent-child conflict or increased academic
demands that accompany the transition to adolescence requires children perceiving
success in both domains. Harter (2012) suggests that if a child perceives success in
peer-oriented domains but less success in the adult-oriented domains, they are more
likely to externalise their problems. Parents need to be aware of the potential risks of
encouraging preadolescent children in the use of brands to enhance their peer-value
without balancing this with accomplishments in academic and behavioural competency.
Gaining peer-value through wearing branded clothes should not replace the salient
effects of parental approval and support.
5.4

Characteristics of children with more positive attitudes towards wearing
branded clothes

Research questions 1, 2 and 3 revealed that more positive attitudes towards wearing
branded clothes is primarily driven by the beliefs that wearing branded clothes will
enhance children’s peer-value and popularity. In this section, the background factors
that distinguish children on the basis of more or less positive attitudes is discussed
specifically in relation to individual, social and informational factors.
Broadly, children for whom brands are more important had higher perceived social
acceptance; had parents who modelled wearing branded clothes and provided short- and
long-term brand wearing experiences; and to some degree were more influenced by
their peers’ expectations. Exposure to more advertising via television or the internet did
not characterise children with more positive attitudes to branded clothes. Neither were
these aforementioned children characterised by age, sex or socioeconomic status.
Individual factors which influenced children’s attitudes towards wearing branded
clothes included perceived social acceptance moderated by the importance of social
acceptance to the child. Children who had higher perceived social acceptance had more
positive attitudes towards brands which were associated with the belief that wearing
branded clothes would enhance their peer-value. It may be that these children are using
brands to enhance their confidence, attractiveness or coolness (the individual beliefs
comprising the peer-value construct, refer to Section 4.6) and thus peer-value to
improve their social acceptance. Harter (2012) has identified that preadolescents who

138

are preoccupied with the importance of peer opinion are at risk of poor self-esteem and
its associated problems. Although in the present study, no association was found
between self-esteem and children’s attitudes towards wearing branded clothes,
preadolescents think about the causal links between peer-value and self-esteem, with
perceptions of physical appearance among other important domains being highly
predictive of self-esteem (Harter 2012).
Social cognitive theory postulates that children learn through parents modelling a
behaviour and their provision of behavioural experiences (Bandura 1977a). In the
present study, children who had observed their parents wearing branded clothes had a
stronger belief that branded clothes would enhance their peer-value, whereas children
who had not observed their parents wearing branded clothes believed this to a lesser
extent. There was no such association with popularity, as observing parents wearing
branded clothes was not associated with children believing in the ability of branded
clothes to enhance their popularity. There was an association, however between
popularity and parents providing branded clothes to children since birth. The longer the
child had been dressed in branded clothes, the stronger their belief that wearing branded
clothes would enhance their popularity.
Children who had more branded clothes in their wardrobe and whose parents bought
them branded clothes had a stronger belief that branded clothes would enhance their
peer-value and popularity. Children who had not been bought branded clothes in the last
12 months, and had a lower than average percentage of branded clothes in their
wardrobe were less likely to hold such beliefs. In children whose parents had bought
them branded clothes in the last 12 months, there was a stronger belief that wearing
branded clothes would increase their peer-value, but not that it would enhance their
popularity.
Whether children had branded or generic sports shoes and the degree of influence they
had on purchase decisions did not impact the extent to which children believe that
brands would enhance peer-value or popularity. The former is particularly of interest
given the brand loyalty to sports brands (such as Nike, Adidas and Puma), expressed by
some children in the present study. It could be that sports shoe brands are not related to
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peer status at least with the children in this study, a finding that contradicts findings
from prior studies in the United Kingdom (for example, Elliott & Leonard 2004).
Results of the present study reinforce the significant role of parents and their influence
on children’s attitudes towards wearing branded clothes. Many studies on branded
clothes focus on lower socioeconomic groups because of concerns related to the cost of
providing such clothes for families with limited income. Further studies on the beliefs of
parents in providing branded clothes for their children would be of interest to
understand the transference between parents’ beliefs and children’s belief and their
subsequent influence on children’s perceptions that wearing branded clothes would
enhance their peer-value and popularity. As Hamilton (2012, p. 83) found, “good
motherhood means placing the needs of their children before their own and ensuring
children have the material resources necessary to ‘fit in’ with their peers. For many,
especially those with school age children, this involves the purchase of brand name
clothing”. Research needs to extend beyond lower socioeconomic groups to other
socioeconomic groups to understand the influence of income and socioeconomic status
on attitudes towards branded clothes.
In relation to peer influence, children who report less peer influence were also less
likely to believe that wearing branded clothes would enhance peer-value. However,
children who report more peer influence were more likely to have positive attitudes
towards wearing branded clothes because they thought it would enhance peer-value.
Level of peer influence was not associated with the extent to which children believed
wearing branded clothes would enhance their popularity.
There was no significant association between children’s media exposure (television
viewing and internet use) and their beliefs regarding the impact of branded clothes on
peer-value or popularity. Therefore, there was no evidence to suggest that the media
positively or negatively influences attitudes towards branded clothes. Past studies have
identified the influence of some brand types (such as well known brands of sports
shoes), on children’s perceptions of the social acceptability of other children (Elliott &
Leonard 2004). Results of the present study were perhaps not unexpected given the
general nature of the measures used to assess media influence. Ross and Harradine
(2004) who compared children aged 4 to 5 years with 9 to 10 years also found that as
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children matured, advertising or promotional exposure became less influential on
specific brand recognition.
Given the importance of attitude in determining children’s intention to wear branded
clothes, parents need to be aware of their own attitudes and brand wearing behaviour
and the extent to which they provide branded clothes for their children. Not only are
preadolescents becoming more sensitive to peer influence, the results of the present
study would suggest that due to parental influence there is a receptive audience for
marketers in those children who already have a more positive attitude towards brands.
Parents need to consider their own behaviour and the influence this has on their child’s
level of vulnerability to the marketing strategies of commercial brands. Given the long
term advantages of building self-esteem through internal versus external (Campbell et
al. 2010), parents should consider the long-term consequences of their child using
external sources (such as brands) versus internal sources (such as building confidence
and pride in personal achievements) to improve their peer status.
5.5

The validity of direct versus indirect measures

The present study has made theoretical and methodological contributions by
demonstrating that the inclusion of Merton’s (1996) theory of the latent (and manifest)
functions of behaviour improves the predictive validity of the theory of planned
behaviour. In addition, the study highlights the need to adapt data collection methods to
the study participants (in this case children), whilst maintaining the integrity of the
theoretical model.
One of the most significant findings of the present study was that measuring popularity
as a latent function of behaviour (as compared to measuring popularity as a manifest
function of behaviour) improved the prediction of intention to wear branded clothes.
Specifically, the latent measure of popularity with attitude (peer-value), subjective norm
and perceived behavioural control predicted 14.2 per cent variance in behavioural
intention (versus 9.6 per cent variance in behavioural intention when popularity was
measured as a manifest function). Latent popularity improved the prediction of
behavioural intention due to its unique contribution to the regression model, whereas
manifest popularity made no such contribution. This result presents two points that
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warrant further discussion: (1) the relationship between peer-value (manifest function)
and popularity (latent function); and (2) the use of an alternative measurement tool to
complement Ajzen’s self-completion questionnaire. Each of these points are discussed
in the next section with reference to the sociology literature on peer status and other
studies of the theory of planned behaviour involving children.
Sociological research has highlighted the relationship between peer approval and
popularity with children having peer-valued characteristics being more popular
(Vaillancourt & Hymel 2006). In the present study, the beliefs that wearing branded
clothes would enhance children’s peer-value and popularity were the strongest
predictors of intention. Given the level of social development of children in the present
study, with the opinions of peers becoming more important, it is not surprising that peer
status is foremost in preadolescent children’s mind (Harter 2012; Valkenburg & Cantor
2001). In addition, the important role of brands is to be expected given that children of
10 to 12 years develop the ability to critically evaluate and compare products and
information; and apply these evaluations to other people based on what they are wearing
(Nairn & Spotswood 2015). For some children, peer-valued characteristics include
wearing branded clothes.
In his definition of manifest and latent functions of behaviour, Merton (1996)
emphasised that the consequences of a behaviour need to contribute to the adjustment or
adaptation of the system. Manifest functions are intended consequences of a behaviour.
Given that, children associate brands with conceptual or symbolic meanings, conveying
status, prestige and coolness (Achenreiner & John 2003), it makes sense that peer-value
(attractiveness, confidence and coolness) are manifest functions of wearing branded
clothes. In Ajzen’s (2005) terms, these beliefs are accessible because they are salient. In
the present study children intended to wear branded clothes to enhance these aspects of
their peer approval. These consequences are intentional and important to them.
Peer-valued characteristics of having wealth, dressing well, being funny and being
attractive are important to high peer status or popularity in children (Vaillancourt &
Hymel 2006). In modern society, it may not be socially desirable to express a desire to
be popular. As such, popularity needs to be measured in a way that enables the
individual to express their true belief without the bias of social desirability. Just as
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manifest functions contribute to the adaptation of the social system, latent functions also
contribute, with the difference being that that the consequence may not be intended or
recognised as such (Merton 1968). Children are constantly adapting to their social
environments. As discussed in Cillessen et al. (2011), the peer status of any individual
can be both temporary and fluctuating depending on social interactions with their peers.
Their method of adapting may be intended (that is, wearing branded clothes to be
perceived as attractive, confident and cool) with the latent outcome of such behaviour
being enhanced popularity or peer status.
Ajzen (2002) specifies the inclusion of accessible beliefs, which in Merton’s (1996)
terms are manifest functions of behaviour. Ajzen and Fishbein (2005, p. 186) explain that
“Attitudes that are readily accessible through memory are better predictors of specific
behaviours than less accessible attitudes”. Further Ajzen states that behavioural belief
measures are “manifest indicators of the latent constructs” (such as attitude) which
determine attitude towards the behaviour (Ajzen 2002, p. 7). In Ajzen’s (2002) terms
‘popularity’ (as a behavioural belief) is the manifest indicator of the latent construct of
attitude, yet Merton (1996) explains that beliefs about the functions of behaviour can be
at a latent or manifest level.
Results of the present study demonstrate that the identification of antecedent beliefs
may depend on how the construct is measured. To reveal unconscious motivations and
enable latent beliefs to be expressed without social desirability bias an alternative data
collection method is needed. A review of theory of planned behaviour studies involving
children aged between eight and 13 years were randomly selected for review. The
review reveals that although the use of questionnaires is the standard approach,
adaptations are made to suit the cognitive level of the children and/or the topic of the
study. Adaptations included providing images (of breakfast choices) (Conner et al.
2011); and a vignette of a child (Freitag & Dunsmuir 2015). Other less innovative
adaptations including limiting the theory of planned behaviour questionnaire to one to
two items per construct (Conner et al. 2011); modifying the standard questionnaire with
a range of adapted published checklists (Freitag & Dunsmuir 2015); or simplifying and
standardising the scale (Paek et al. 2012). Other studies were less forthcoming noting
only that they used a “newly developed instrument for measuring theory of planned
behaviour constructs” (Bai et al. 2014, p. 320). In the studies reviewed, there was no
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mention of measuring any beliefs other than those that were accessible. There was also
no mention of formative research to design the questionnaire although the
aforementioned adaptations, and pilot testing was mentioned by some researchers.
Research design considerations include careful definition of relevant constructs to
ensure they are measured appropriately (Rossiter 2011). It may be, as in the case of the
present study, that a combination of direct and indirect methods is used: direct methods
for measuring manifest beliefs and indirect methods for measuring latent beliefs. The
cognitive and social level of development of participants should also be considered
when making decisions about appropriate measures.
5.6

Chapter summary

Children who intend to wear branded clothes in a social setting with their peers are
characterised by more positive attitudes towards wearing branded clothes. The finding
that subjective norm and perceived behavioural control were not significant predictors
of children’s intention to wear branded clothes is consistent with other studies which
find that one or two constructs in the theory have far greater influence than others on
behavioural intention. For the present study, the interaction between key theoretical
constructs may impact perceived behavioural control, for example, children’s past brand
wearing behaviour (a background factor of attitudes) is likely to influence perceptions
of control over future behaviour.
Attitudinal beliefs that predicted intention to wear branded clothes (popularity and peervalue) were in contrast to previous UK studies which found that avoiding bullying and
fitting-in were key reasons for children wanting branded clothes. In the present study,
influence of peers was evident both in the social orientation of the behavioural beliefs
underpinning a positive attitude to wearing branded clothes, and in positive attitudes of
children towards wearing branded clothes when they believed that wearing branded
clothes enhances their peer-value (but not their popularity).
A central theme that emerged from the present study was the strong influence of parents
on children’s intention to wear branded clothes. Although the behavioural beliefs
antecedent to attitude (peer-value and popularity) were socially driven at a peer level,
the present study highlights the role of parents in forming and reinforcing such beliefs.
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Given their primary role in socialising their children as consumers, parents need to
understand the implications of encouraging their child to wear branded clothes to
enhance their social acceptance. By encouraging positive attitudes towards wearing
branded clothes through their own brand wearing behaviour and the provision of
branded clothes for their children, parents may be making their child psychologically
vulnerable based on less sustainable sources of social-acceptance.
Given the connection between children’s perceptions of wearing branded clothes and its
impact on perceived peer-value and popularity, marketers need to be socially
responsible in their promotional efforts. Children who rely on branded clothes for peer
status may be vulnerable to marketing messages that take advantage of their social
insecurities. Marketers need to be mindful to design products and marketing strategies
that genuinely meet the needs of children rather than exploiting such vulnerabilities.
Methodologically, results highlight the importance of considering both latent and
manifest functions of children’s behaviour and using measures that accurately capture
their views. In the present study, measuring popularity as a latent belief with an indirect
measure significantly increased the predictive validity of the theoretical model. This
highlights the potential value of using such measures for future studies involving
children.
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Chapter 6 Conclusions and Recommendations
“It is easy to exploit children - any fool can do it.
It takes both strength and intelligence not to do it.”
C Glenn Cupit, ‘Valuing Children’ (Cupit 1994)
6.1

Introduction

The present research project grew out of concern for children at the preadolescent stage
of development given the commercial marketing initiatives targeted at them. It aimed to
provide insights into the relationship between brands and brand wearing behaviour of
children in the later preadolescent stage of development. In addition, it explored
whether gathering data in an alternative way to the commonly prescribed method for the
theory of planned behaviour could improve the predictive validity of the model. Chapter
6 synthesises the theoretical and methodological contributions of the present study and
summarises the practical implications for parents and policy makers. The limitations of
the study and future directions for research are also discussed.
6.2

Summary of key findings

The key findings of the present study are:
1. Attitude is the strongest predictor of intention to wear branded clothes among
children aged 10 to 12 years (with subjective norm and perceived behavioural
control being relatively weak predictors).
2. Peer-value and popularity are the strongest behavioural beliefs underpinning
children’s attitudes towards wearing branded clothes. Peer-value is the belief
that wearing branded clothes enhances three manifest functions of the behaviour:
(1) attractiveness, (2) confidence and (3) coolness.
3. Behavioural intention is predicted by attitudinal beliefs related to both latent and
manifest functions of a behaviour (Merton 1996), not just accessible (manifest)
beliefs as posited by Ajzen and Fishbein (1980).
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4. Children’s latent beliefs about the consequences of wearing branded clothes are
measured more accurately via projective techniques rather than standard selfcompletion questionnaires. An example of such a technique is the picture sorting
task (weighted by children’s beliefs regarding the importance of popularity to
their self-worth) developed for the present study.
5. Parental behaviour and, to a lesser extent social pressure from peers, have the
greatest influence on children’s attitudes towards wearing branded clothes.
6.3

Contributions of the research

The main contributions of this research were three-fold:
1. Theoretical, by extending and customising Ajzen’s (1991) theory of planned
behaviour to include an additional construct based on Merton’s (1968)
functional behavioural analysis. The additional construct, latent popularity, was
included in a new theoretical model to explain children’s intention to wear
branded clothes.
2. Methodological, by developing a new projective technique (picture sorting task)
to measure popularity as a latent function of wearing branded clothes: testing the
validity of this instrument as an alternative to the more commonly used
questionnaire format for collecting data; and including both parents and children
as participants in a study of preadolescent brand wearing behaviour.
3. Practical, by providing empirical data upon which parents and policy makers can
make more informed and socially responsible decisions regarding children’s
exposure to brands and brand wearing behaviour
6.3.1

Theoretical contributions

The first contribution was the consideration of latent and manifest functions of
behaviour based on Merton’s functional analysis of behaviour (Merton 1968). Merton
explains that behaviour can have both manifest or intended consequences, and latent or
unintended consequences. In contrast, Ajzen and Fishbein (1980) only account for
accessible beliefs about the behaviour which equate to Merton’s manifest functions.
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Given the observed connections between peer-valued characteristics and popularity by
sociologists, it was hypothesised that the latter would be a latent function of the
behaviour of wearing branded clothes. Findings support this hypothesis with both peervalue, (measured as a manifest function), and popularity (measured as a latent function),
being significant predictors of intention to wear branded clothes. The additional
construct of latent popularity significantly increased the predictive validity of the
resulting theoretical model.
The present study has provided evidence for the hypothesised link between popularity
and branded clothes, and insights regarding the nature of this relationship and children’s
motivations for wearing branded clothes. The present study therefore contributed to the
interdisciplinary conversation between sociologists and marketers. The following
diagram appears as Figure 4-10.

6.3.2

Methodological contribution

The present study was innovative because it used a new projective technique (picture
sorting task) to measure popularity. Popularity was chosen because it was not identified
during the formative research which elicited accessible behavioural beliefs, despite the
construct of popularity being linked to peer-valued characteristics in the sociological
literature. As both latent and manifest functions of behaviour needed to be considered, a
different data collection instrument was needed (to complement the standard theory of
planned behaviour questionnaire). The custom-designed picture sorting task enabled
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children to express their own opinions about popularity without being subject to social
desirability bias.
The picture sorting task may be a useful instrument for use with children when
measuring other constructs within the theory of planned behaviour. A review of other
studies using the theory of planned behaviour framework revealed that a range of data
collection tools have been used in prior studies, although the self-completion
questionnaires are most common (refer to Section 5.5). The development of a new data
collection instrument contributes to the variety of data collection tools available to
researchers that could potentially improve the quality of studies involving children.
6.3.3

Practical contribution

Results of the present study provide direction for both parents and marketers. Parents
appear to be a key influence on children’s attitudes towards wearing branded clothes.
Specifically, the brand wearing behaviour of parents and their provision of brand
wearing experiences for their children influence the development of more positive
attitudes towards brands in their children. While this finding is not surprising given the
role of parents as primary socialisation agents, it does highlight the strong influence of
parents at this preadolescent age, despite the increasing influence of peers and the
growing influence of the media. Wearing branded clothes, according to some children,
can enhance peer value and facilitate social acceptance. Parents should be aware that
they have a major influence on these behavioural beliefs.
Brands and the marketing of brands are not necessarily harmful for children. Yet
parental behaviour can have a strong influence on whether brand relationships are a
positive or negative phenomenon. That is, whether they are central or peripheral to
enhancing children’s self-esteem and wellbeing (Kasser 2002; Orth et al. 2012). Parents
should consider the findings of the present study when implementing strategies to help
their children fit-in and be valued by their peers. Parental behaviour influences
children’s attitudes and the beliefs underpinning those attitudes. As such, this study has
contributed to the empirical evidence available to inform parental decision making
about the extent to which their children wear brands.
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Marketers aim to provide information about their products to children. Similar to other
consumer groups, children can benefit from being informed about the product options
available to them. To gain a competitive advantage, marketers also need to encourage
brand loyalty. With increasing social consciousness particularly among children
(‘Schoolchildren protest over climate change’ 2019) building brand loyalty has also
increasingly involved emphasising an organisation’s social responsibility. Organisations
often promote their Corporate Social Responsibility (CSR) initiatives on their websites
and in their marketing material because it has been shown to improve their brand image
(He & Li 2011; Pérez & Rodríguez del Bosque 2015; Singh 2016) and ultimately lead
to greater brand loyalty (Chung et al. 2015; Pérez & Rodríguez del Bosque 2015). It has
been proposed that CSR goes beyond social responsibility at an organisational level,
and that managers should view young people as stakeholders, thereby not overlooking
some important moral issues about children’s well-being (de La Ville 2014).
A ‘moral’ way that brand loyalty may be achieved by marketers is to provide branded
clothing options to children with a focus on developing personal style and individuality,
rather than targeting vulnerable children with messages about enhancing peer-value and
popularity. Social acceptance by peers is very important in children’s identity
development, with low peer acceptance in childhood predicting isolation and social
avoidance, deviant peer afﬁliation, behavioural problems, depression, poor school
functioning and higher mental health treatment utilisation in adolescence (Valdez et al.
2011). At the present time, mental health issues are one of the most common conditions
affecting children and adolescents, with 13.9 per cent of 4- to 17-year-olds in Australia
experiencing a mental disorder (Lawrence et al. 2016, p. 881). Socially responsible
marketers can become more competitive through marketing strategies which encourage
children to build their identities through internally driven success complemented by
dressing with style and flair in their favourite brands that assist in expressing identity.
Results also have implications for public policy makers and regulators. Public policy
makers could use the findings of the present study to work with professional marketing
bodies and standards boards, such as the Australian Association of National Advertisers
(AANA) and Australian Communications and Media Authority (ACMA). By expanding
on AANA’s code of ethics and the ACMA’s code of conduct, specific consideration can
be given to developing socially responsible behaviour by commercial organisations
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when marketing branded clothing to children. Policy makers should consider the
findings of the present study in light of the broader conversation around the mental and
emotional health of children in contemporary society. Even though the present study did
not find media to be a significant influence on children’s relationships with brands,
marketers should not be complacent. The demonstrated link with popularity highlights
the positive role marketers can have in building relationships with the new generation of
consumers. Socially responsible marketing companies, encouraged by the professional
bodies can lead the way in providing positive brand relationships with children rather
than preying on their vulnerabilities. As professionals, marketers do not need to have
legislation forced upon them. They can take steps to build brand loyalty with the new
generation through providing branded clothes that enhance children’s expression of
their identities.
6.4

Limitations

The context of the present study is limited to Australia where wearing casual clothes to
school is the exception rather than the rule. Replication studies in other countries would
be valuable, to compare the impact of wearing branded clothes as a special event versus
wearing branded clothes every day. The ‘special event’ context of the present study may
or may not have led to an increased consciousness of the impact of children’s brand
relationships on their peer status. Testing the same hypotheses for children in other
countries may produce similar findings, however studies from the United Kingdom
suggest there are differences between socioeconomic groups.
The convenience sample of 100 children precluded comparisons between different
groups in the population (for example, different socioeconomic status groups). A
convenience sample was used for the present study because of limited funding,
necessity of recruiting participants in regional (versus metropolitan) areas of NSW, and
the difficulties associated with recruiting children for a marketing study. The impact of
such a sampling method is that the sample is not representative. It is biased towards low
and middle income families (84 per cent of the children) versus high income families
(16 per cent of the children).
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Another limitation of the present study lies in the fact that behavioural intention was
used as the dependent variable, rather than actual behaviour. This limitation was
recognised when the study was designed, however it was not feasible to return to each
school to measure behaviour when the next school mufti day was held. The theory of
planned behaviour (Ajzen 1991) postulates that intention is the immediate precursor to
the behaviour. However there had been some debate about the extent to which this is the
case (Davies et al. 2002; Norman et al. 2000; Sheeran et al. 1999; Wood et al. 2016). In
a review of theory of planned behaviour and associated studies, Sniehotta et al. (2014)
concluded that behavioural intention and perceived behavioural control are quite
consistent predictors of behaviour, however the theory seems to be most predictive
amongst the young, fit and affluent and when predicting self-reported behaviour over
the short term. Given the context of the present study (children’s intention to wear
branded clothes at the next school mufti-day) the use of behavioural intention as the
dependent variable was considered appropriate.
6.5

Recommendations for future research

The present investigation provides a basis for further studies of children and their
relationship with brands. This could include, for example, the intrinsic benefits of
wearing a budget store brand in comparison with wearing an exclusive or prestigious
brand. Examining children’s brand preferences is of interest particularly given that
formerly prestigious brands are now being mass marketed (for example, in Australia
surf brands such as Piping Hot™ and Mambo™ are now available in lower budget
department stores). This move from prestige to ‘masstige’ makes branded clothes more
widely available and less expensive, however the impact of this mass marketing on
children’s perceptions of brands is unknown. A framework for this type of study could
be the associative self-esteem conceptualisation of Searcy (2007). Searcy (2007)
suggested that self-esteem is developed in children in three ways: through whom one
associates with, what one does, and what one hears about oneself. Associative selfesteem refers to deriving self-esteem from informal and formal associations such as
family, peers, football clubs, designers and clothiers. Empirically examining this
conceptualisation, would provide a deeper understanding of children’s relationship with
brands.
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A more detailed understanding of children’s sources of self-esteem may also provide
insights into any negative impacts of brand relationships. If children are building their
self-esteem with internally sourced dimensions (for example, athletic or scholastic
competence) (Harter 1985) rather than external sources (such as wearing branded
clothes), then any negative impact of brand relationships may be mediated. If, however
children are relying on external sources for social acceptance and/or physical
appearance to increase self-esteem then some intervention may be necessary, with more
onus on marketers to be socially responsible in the messages communicated through
campaigns targeted at this age group.
The relationship between popularity and wearing branded clothing raises the question of
direction: do popular kids wear cool brands or by wearing these brands do popular kids
make the clothes appear cool? This question leads to another interesting construct for
investigation: conformity. Whether children wear brands to conform is of interest
especially in light of Nairn’s (2008) suggestion that the definition of cool is that
knowledge of what is cool serves to “separate a discerning elite from the uniformed
masses” (Nairn et al. 2008, p. 634). It is possible that once the brands become the
uniform, they are no longer cool or a symbol of popularity.
Replicating this study in other geographic areas (for example, metropolitan areas) and
with other segments of the population (for example, high and low socioeconomic
groups) would also be beneficial. Such studies would provide insights regarding the
extent to which findings are generalisable across the population. Children in
metropolitan areas may have different beliefs than those in regional areas. Living in a
city, children have greater access to shopping centres with a broader range of branded
clothes. There were some metropolitan children in the present study but insufficient to
identify differences between geographic groups. This highlights another possible area
for future research: investigating children’s intentions regarding wearing branded
clothes if they were not constrained by factors such as the clothes, they already own or
the parents influence. This would be done for example by measuring children’s brand
wearing intentions while they are shopping rather than in other more constrained
environments. Eliminating these practical constraints while measuring intention may
provide further insights into brand relationships and the real influence of peers, parents
and the media.
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Another construct that particularly relates to preadolescents given their general
scepticism regarding the truthfulness of promotional messages (Freeman & Shapiro
2014) and propensity to “chase content” (Ryan-Segger 2010) is brand authenticity.
Brand authenticity is defined as “the extent to which a brand is considered unique,
legitimate, truthful to its claims, and lacking falsity” (Akbar & Wymer 2017, p. 14). If it
is accepted that marketing to preadolescents can be socially responsible, then the brands
need to be authentic as defined. Appealing to this market in an ethical way requires
treating children and their parents with respect, providing authentic brands that meet the
children’s need for self-expression and not preying on their vulnerabilities. Marketers
express the desire to forge a relationship early with children, however this is not
necessarily a malicious intention. Socially responsible companies can be successful in
eliciting more positive consumer attitudes and behaviour, with the caveat that their
Corporate Social Responsibility (CSR) initiatives need to be consistent with other facets
of the business that reflect its values and ethics (Pomering & Dolnicar 2009). In
addition, organisations must be proactive in selecting CSR initiatives that are a good fit
with the company to lead to an improvement in consumer beliefs, attitudes, and
intentions (Becker-Olsen et al. 2006).
In the present study parents provided information on their brand behaviour but not their
attitudes (as this was not required to achieve the study aims). Further research is
required to understand the beliefs and attitudes of parents and the development of brand
relationships in their children. The correlation between children’s and parents’ attitudes
towards brands is perhaps not surprising, however this phenomenon could be further
explored in future research. Longitudinal research collecting data at periodic points
through a child’s life, including the brand attitudes and behaviour of their parents would
provide a better understanding of the development of brand relationships in children.
Using the theory of planned behaviour as a framework, the present study included
variables that were hypothesised to influence children’s intention to wear branded
clothes. Future research could include a much wider range of variables and factors that
might also influence the development of brand relationships in children, for example
self-esteem, conformity and brand authenticity (as noted above). Future studies which
include larger sample sizes may enable other statistical methods, such as structural
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equation modelling, that would provide further understanding of children’s brand
relationships and the relationships between a broader range of model constructs.
6.6

Chapter summary

The present study used the theory of planned behaviour (Ajzen 1991) augmented by a
projective technique to identify the determinants of intention for children (10 to 12
years) to wear branded clothes. The key theoretical contribution of the present study is
in extending and customising the theory of planned behaviour to include a latent
function of behaviour (popularity), which increased the predictive validity of the model.
Methodologically, the present study developed a new data collection tool (a customdesigned picture sorting task used as a projective technique) which adds to the range of
data collection tools currently available for conducting research with children.
Practically, results provide insights to parents, public policy makers and marketing
professionals about children’s attitudes and beliefs about wearing branded clothes.
Parents can use this information to make decisions regarding which clothing to provide
for their children and to consider the influence of their own behaviour on their child’s
brand relationships. Public policy makers can use findings to work with peak marketing
bodies to improve ethical and socially responsible behaviour of commercial
organisations when marketing branded clothing to children. Marketing professionals can
provide and promote branded clothing for preadolescent children focused on developing
personal style and individuality rather than exploiting their social insecurities.
A key limitation of the present study is the convenience sample of 100 Australian
children, for whom wearing casual clothes to school is an exception to the norm. It was
not practical to return to the school to observe children’s actual behaviour at the next
school mufti-day, therefore behavioural intention was used as the dependent variable.
Areas for future research include examining the impact of mass marketing on children’s
perceptions of brands, particularly given that formerly prestigious brands are now being
mass marketed in common department stores. In addition, the relationship between
authentic brands (Akbar & Wymer 2017) and meeting children’s needs for self-
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expression (rather than preying on their vulnerabilities) requires further investigation,
within the context of corporate social responsibility.
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Appendix 1: Participant information sheet and consent/assent
forms
A1: Original Participant Information Sheet for Parents and Children
A2a: Original Parent Consent Form
A2b: Original Parent Consent and Child Assent Form
A3: Revised Participant Information Sheet for Parents and Children
A4: Revised Parent Consent and Child Assent Form
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A1: Original Participant Information Sheet for Parents and Children
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A2a: Original Parent Consent Form

173

A2b: Original Parent Consent and Child Assent Form
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A3: Revised Participant Information Sheet for Parents and Children
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A4: Revised Parent Consent and Child Assent Form
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Appendix 2: Theory of planned behaviour questionnaire for
children
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Theory of planned behaviour: Children’s questionnaire
Behavioural Intention
What do you think that you will wear to the next school mufti day? (Please enter a
description of your outfit.)
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________

Wearing Branded Clothes
Now you are going to be asked questions about wearing visibly branded clothes,What I
mean by " visibly branded clothes", is clothes where the logo or brand name is visible
on the outside of the clothes.
Instructions for this Task
Some of the questions will have only one sentence, others will have more than one
sentence. For each sentence: read the sentence on the left and then use the slider to show
which side you agree with,(2) move the slider left or right to show how strongly you
feel or think this way.
Let's have a practice...
Practice Question

Your Ideas about Pets

All children should have a pet.
Children should care for their own
pets.

Let's begin ...
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Behavioural beliefs antecedent to attitude
Evaluation of consequences:
How important are these things to you?
Being popular with the other kids
Not being teased or bullied
Fitting in with the other kids
Feeling confident
Looking "cool"
Having attractive clothes
Not being embarrassed
Others not thinking I'm trying too hard
Not being judged by the clothes I wear
Beliefs about wearing branded clothes
Wearing branded clothes at the next school mufti day would make me…
... make me more popular with the
other kids
... mean that I'm not teased or bullied
... mean that I'll fit in with the other
kids
... make me feel more confident
... make me look "cool"
... make my clothes look attractive
... mean I won't be embarrassed
... mean that other kids will think I'm
trying too hard

179

... mean that others may judge me by
my clothes
Subjective norm – normative beliefs
Motivation to comply
Thinking about people who are important in your life like your parents, brothers and
sisters, friends or mates, and other kids in your class, in general, how much do you care
about what they think you should do?
... your parents or carers think you
should do? (1)
... your brothers or sisters think you
should do? (2)
...your friends or mates think you
should do? (3)
other kids in your class think you
should do? (4)

Normative beliefs
Thinking about the next school mufti day, would each of these groups of people think
that you should or should not wear branded clothes?
Your parents or carers (1)
Your brothers and sisters (2)
Your friends or mates (3)
Other kids in your class at school (4)
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Parent modelling of wearing branded clothes
Have you seen your Mum or Dad (or carers) wearing branded clothes where you can see
the brand name or logo?

o Yes
o No
Perceived behavioural control: control beliefs
Control belief salience
Thinking about the clothes that you wear ...
1. Do your parents or carers allow you to wear what you want?

o yes, they always allow me to wear what I want (1)
o yes, sometimes they allow me to wear what I want (2)
o yes, but rarely do they allow me to wear what I want (3)
o no, they never allow me to wear what I want (4)
2. Do your parents or carers buy you the clothes that you want?

o yes, they always buy me what I want (1)
o yes, sometimes they buy me what I want (2)
o yes, but rarely do they buy me what I want (3)
o no, they never buy me what I want (4)
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3. Are the clothes that you want to wear ...

o always clean and ready to wear (1)
o sometimes clean and ready to wear (2)
o rarely clean and ready to wear (3)
o never clean and ready to wear (4)
4. Is your school strict about what you wear at school on mufti days?

o yes, my school is always strict about what to wear on mufti days (1)
o yes, sometimes my school is strict about what to wear on mufti days (2)
o rarely is my school strict about what to wear on mufti days (3)
o no, my school is never strict about what to wear on mufti days (4)
5. How often are your parents or carers able to afford the clothes that you want to wear?

o They are always able to afford the clothes I want (1)
o Sometimes they able to afford the clothes I want (2)
o They are rarely able to afford the clothes I want (3)
o They are never able to afford the clothes I want (4)
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Control factor facilitation
Do you agree or disagree that the following factors would make it easier for you to
wear branded clothes at the next school mufti day?
If my parents or carers allowed me to
wear what I wanted, (1)
If my parents or carers bought me the
clothes that I wanted (2)
If the clothes I wanted to wear were
clean and ready to wear (3)
If my school was strict about what to
wear on mufti days (4)
If my parents or carers were able to
afford the clothes that I want to wear
(5)

End of questionnaire
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Appendix 3: Picture sorting task
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Picture Sorting Task
Introduction to Picture Sorting Activity Do you have or have you seen clothes where
you can see the brand or logo on the outside? In the pictures we are going to look at,
you will see a brand or logo on some of the kids' t-shirts. First though, I'd like to you to
think of someone who is popular in your class. You know someone who is usually with
other kids, in the thick of what is going on in the playground or classroom. Perhaps
someone that not all kids like but who other kids want to be like or like to copy. Think
of that person when you look at the kid in the middle of the group of kids in each of the
pictures.
Please point to the kid in the middle of each picture on the screen. (The picture of the
boys was presented to the boys, and the picture of the girls was presented to the girls.)

The question I want you to think about when you look at the kids in the middle of the
picture is:

Which kids are more likely or less likely to be popular?

Please click

on each of the pictures and drag them to either box dependent on whether you think that
that kid would be more likely to be popular or less likely to be popular.
The children had 14 pictures on the screen in front of them. They could drag the
pictures to either category:
LESS likely to be popular

MORE likely to be popular
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Pictures for Boys
No Brands on t-shirts

Pictures 1 & 2: No logo or motif on any of the boys’ t-shirts (representing the option of
the central child wearing a plain t-shirt, and all children wearing a plain t-shirt).

Pictures 3, 4, 5 & 6: Motif on the centre boy’s t-shirt only; and all the boys’ t-shirts.
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Brand logos on t-shirts

Pictures 7,8,9 &10: Brand logo on the centre boy’s t-shirt; and on all the boys’ t-shirts.

Pictures 11, 12, 13 & 14: Brand logo and motif on the centre boy’s t-shirt; and on all the
boys’ t-shirts
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Picture Sorting Task for Girls
No Brand logos on t-shirts

Pictures 1 & 2: No logo or motif on any of the girls’ t-shirts (representing the option of
the central child wearing a plain t-shirt, and all children wearing a plain t-shirt).

Pictures 3, 4, 5 & 6: Motif on the centre girl’s t-shirt only; and all the girls’ t-shirts.
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Brand logos on t-shirts

Pictures 7,8,9 &10: Brand logo on the centre girl’s t-shirt; and on all the girls’ t-shirts.

Pictures 11, 12, 13 & 14: Brand logo and motif on the centre girl’s t-shirt; and on all the
girls’ t-shirts
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Appendix 4: Self-perception profile for children

Items used in the present study:
“What I am like”
“How important are these things to how you feel about yourself as a person?”
(Harter 1985)
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Appendix 5: Parent online questionnaire

194

Parent online questionnaire
Introduction
In this study I would like to know the views of parents with children aged 10 to 12 years
old living in NSW. You are going to be asked questions about your use of brands and
your child's use of brands. As you would know some people like to wear branded
clothes and some don't. When I ask about your view on brands, I am interested in
finding out more about you and your preferences. There are no right or wrong answers.
For the purposes of this study, the phrase "visibly branded clothes" or "brands" refers to
clothes where the brand name or logo can be seen easily by others. This includes any
brands, irrespective of price, such as Nike, Lorna Jane, Esprit, Mambo, Wave Zone or
Target. Let’s begin ...
Your child and wearing branded clothes Some parents completing this survey will
have more than one child participating in the study. If that is the case, then once you
have answered for the first child, the survey will take you back to answer the questions
for the other child/ren,
Q1. How many children do you have, that are between 10 and 12 years of age, that are
participating in this study?

o1
o2
o3
Q2. Write the name of the 10 to 12year old child about whom you are answering the
following questions. (This information will remain confidential.)
________________________________________________________________

Q3. Which brand of sports shoes does this child wear to school?
________________________________________________________________
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Q4. When Your Child was Younger Did you dress your child in visibly branded
clothes when they were younger? At which stages of their life? (Please tick the options
that apply to your child)

 As a baby
 As a toddler
 In the pre-school years
 During their early primary school years
 Recently as they approach the teenage years
 I have never dressed my child in visibly branded clothes
Q5. Your Child Now

In the last 12 months, have you bought branded clothes for

your child?

o Yes, I always buy branded clothes for my child
o Yes, I sometimes buy branded clothes for my child
o Yes, but I rarely buy branded clothes for my child
o No, not in the last 12 months

Q6. What percentage of your child's wardrobe includes?
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Visibly branded clothing (where the brand name or logo is on the outside of the
clothing):
Branded clothing:

_______

Non-branded clothing:

_______

Total:

_______

Q7. When buying clothes for your child, how big a say in the decision does your child
have?

o My child has total say in what to buy (100 per cent)
o My child has considerable say in what to buy (75 per cent)
o We share the decision equally (50 per cent)
o My child has a small say in what to buy (25 per cent)
o My child has no say in what to buy (0 per cent)
Your Child and the Media Now I am going to ask you some questions about your
child's TV and Internet usage.
Q8. Firstly, does your child watch television?

o Yes
o No
Q9. Which television channel does your child like to watch the most?

o 7/Prime
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o ABC 1, 2 or 3
o 9/WIN
o 10
o SBS
o Pay TV e.g. Foxtel, Austar Channels
o Other: please state (7)
________________________________________________
Q10. In a typical school week, which days of the week does your child watch
television?

▢

Monday

▢

Tuesday

▢

Wednesday

▢

Thursday

▢

Friday

▢

None of the above
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Q11. Your Child and the Internet

Does your child use the Internet at home for any

purpose such as to access music, TV programs, homework research, message friends?

o Yes
o No
Q12. Over a typical school week, when does your child go online or on the internet e.g.
via a computer, iPad™ or any other Internet device? (Please click on all the options that
apply.)

▢

Monday

▢

Tuesday

▢

Wednesday

▢

Thursday

▢

Friday

▢

None of the above

Q13. What does your child use online or Internet access for? Please rank the following
items in order of use by your child, with the most used item at the top.
______ Watching TV shows e.g. via ABC iView; SBS on demand
______ Playing games (free or otherwise)
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______ Accessing YouTube for music or other entertainment
______ FacebookTM or equivalent
______ Emailing or iMessagingTM friends
______ Web browsing e.g. homework, projects
______ Shopping e.g. books, music
______ Other, please specify
Personal Information Now, I would like to know some personal details about you and
your family,
Q14.Which sex are you?

o

Male

o

Female

Q15. How old are you?

o

Less than 29 years

o

30 to 39 years

o

40 to 49 years

o

50 years and over

Q.16 What is the highest level of education of the main income earner in your family?

o

No formal education

o

Primary school

o

High school to Year 10
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o

High school to Year 12

o

Technical or vocational training or apprenticeship e.g. TAFE

o

University or College degree, undergraduate

o

University or College degree, postgraduate

Q17. Which of the following best describes the employment status of the main income
earner in your family?

o

Working full-time

o

Part-time or casual

o

Unemployed but looking for work

o

Retired

o

Other

Q18. What is the annual income of your household?

o

Negative to nil income

o

$1-34,999

o

$35,000 - $94,999

o

$95,000 - $149,999

o

$150,000 or more
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Q19. In which town or suburb do you live? (Please enter the name below.)
________________________________________________________________

Q20. What is your postcode? (Please enter the code below.)
_______________________________________________________________

End of questionnaire
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